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ABSTRACT 
 
,QWRGD\¶VZRUOGZKHUHDGYHUWLVLQJSOD\VDQLQHYLWDEOHUROHLQLQIOXHQFLQJFRQVXPHUSXUFKDVH
decisions, it becomes imperative for companies to create such advertising campaigns that 
motivate consumers to buy their products. Celebrity Endorsement is a technique extensively 
used by companies today, to promote their brand and products, which help in 
generatingpublicity for their brands. 7KHVHµFHOHEULWLHV¶DUHtypically the famous and 
successful actors or sportspeople who are looked up to by the common people.  
Especially in India, celebrities play a vital role in advertising. They are loved and idolized by 
the people and companies use this to their advantage by using these celebrities to promote 
their products and create publicity for their brands. This dissertation thus focuses on 
examining the qualities of a celebrity endorser that are most desired for by a consumer and 
also the impact of celebrity endorsement on their purchase decisions.  
This research project starts with a literature review in which relevant previous work done by 
different authors has been discussed. The next chapter discusses the research method used to 
achieve the objective of the study. A new technique, i.e. Zaltman Metaphor Elicitation 
Technique has been used to study the feelings, behaviours and attitudes of people towards 
celebrity endorsement. The data collected has then been analysed which has revealed some 
very interesting facts which have then been discussed and scope for further research has also 
been talked about. 
INTRODUCTION 
BACKGROUND TO THE TOPIC 
7KHRU\DQGSUDFWLFHKDYHSURYHGWKDWWKHXVHRIµVWDUV¶RUFHOHEULWLHVJHQHUDWHDORWRI
publicity (Ohanian, 1991). The use of celebrities to promote products dates back to more than 
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a century and still continues. Studies have found that almost 25% of the advertisements today 
use celebrities (Shimp, 2000).  
DEFINITION OF CELEBRITIES 
 
Celebrities are people enjoying recognition by a large group of people, who differ from the 
social norm and enjoy large public awareness (Schlecht, 2003). In other words, it refers to a 
person who is known well to the public for his or her achievements except for the product 
class already being endorsed. In Indian context, it refers to actors like Shahrukh Khan, 
Aishwarya Rai, to sportspeople like Sachin Tendulkar, Sanya Mirza and also to businessmen 
like Vijay Malya.  
Thus, celebrity endorsements occur when an individual or organisation, enjoying a good 
reputation are used to endorse products or services. Celebrity endorsements are so widely 
used because it is believed that celebrity endorsed products are purchased more than those 
SURGXFWVWKDWGRQ¶WKDYHDFHOHEULW\ endorsing it and so, have greater value (Clark & 
Horstman, 2005).  In addition, it is believed that using celebrities to endorse products give the 
added advantage of increased attention of consumers and also of a higher recall rate 
(Friedman& Friedman, 1979).  
However, it has been found that there are some risks and negative effects attached with the 
use of celebrity endorsements. And one has to weigh the advantages and disadvantages of 
each side to decide whether the technique is effective or not and whether it actually has an 
effect on purchase decisions or not.  
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SYNOPSIS OF THE CHAPTERS 
 
The structure for this research study is divided into different chapters, which are: - the 
literature review, methodology, analysis, discussion, conclusions, limitations and scope for 
future research.  
Chapter 2 contains the literature review, which is part of my secondary research. This section 
mainly includes what celebrity endorsement is actually about, LW¶VKLVWRULFDOGHYHORSPHQWLQ
general and in India, the advantages and disadvantages associated with it, comparison 
between celebrity and non-celebrity endorsers and the four models of celebrity endorsements 
namely, the Source Credibility Model, The Source Attractiveness Model, The Match-up 
Hypothesis and the Meaning Transfer Model.  
Chapter 3 is the methodology which discusses the method to be carried out for this research, 
compares quantitative and qualitative methods, discusses why qualitative method was used 
for this purpose and lastly discusses the technique used for this study i.e. the ZMET.  
Chapter 4 gives the analysis of the information and data that was collected during the 
interviews and their interpretation.  
Chapter 5 gives the final summary of the results found from the research. 
Chapter 6 finally states the limitations of the study and those that were faced while 
conducting the research. It also gives the limitations and scope for future research.  
LITERATURE REVIEW 
INTRODUCTION 
The aim of this chapter is to UHYLHZLQGHWDLOSUHYLRXVDFDGHPLFOLWHUDWXUHRQµ(IIHFWLYHQHVV
of &HOHEULW\(QGRUVHPHQW¶7KHUHIRUHWKLVFKDSWHUFRQWDLQVKLVWRULFDOGHYHORSPHQWRI
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celebrity endorsements, in general and in India. Next it contains a comparison between 
celebrity and non-celebrity endorsers, advantages and disadvantages of celebrity endorsers. 
The last section contains models on celebrity endorsement effectiveness. 
HISTORICAL DEVELOPMENT OF CELEBRITY ENDORSEMENT 
 
The use of celebrities in advertisements is not a modern phenomenon (Kaikati, 1987).  It 
dates back to the eighteenth century, when Josiah Wedgwood, the founder of the Wedgwood 
brand of pottery, used kingly endorsements for his company that created an aura greater than 
the actual characteristics of the product and the brand. 
 In the late nineteenth century, trade cards popularised celebrity endorsements. These cards 
had pictures of celebrities along with the product description and were either given along 
with the product or were inserted in the packaging of the product. These cards featured 
actresses like Lily Langtry and Sarah Bernhardt and sportspersons like Ty Cobb. Author 
Mark twain featured on three brands which were Mark Twain Cigars, Mark Twain flours and 
Great Mark Cigars. (Appendix 1, a & b) It was in early nineteenth century, when cigarette 
companies like Murad Cigarettes used comedians like Harry Bulger in 
advertisements(Ibscdc.org, 2014). Another great example of celebrity endorsements in the 
HDUOLHUGD\VLVWKDWRIWKH4XHHQ¶VDVVRFLDWLRQZLWK&DGEXU\¶V&RFRD6KHUPan, 1985). It was 
then due to the swelling popularity of cinema, that this technique was extended, even though 
LWRZHVLWVSRSXODULW\PRUHWRJURZWKRIUDGLRVDVDPHGLXPRIFRPPXQLFDWLRQLQWKH¶V
and televisioQLQWKH¶V0F'RQRXJK1995).  
In thRVHWLPHVWKHVXSSO\RIµVWDUV¶that is SRWHQWLDOHQGRUVHUVZDVOLPLWHGDVLWZDVQ¶W
YLHZHGLQDYHU\JRRGOLJKWZKHQµVWDUV¶GLOXWHGWKHLULPDJHE\EHLQJµPHUHSUHVHQWHUVRID
EUDQG¶7KLVZDVWKHUHDVRQWKDWDWWKRVHWLPHVDGYHUWLVHUVZHUHUHVWULFWHGLQVHDUFKRIWKRVH
µVWDUV¶WKDWDctually fitted the products, because of their lack of supply. It was in the late 
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¶VZKHQWKHFHOHEULWLHVWKDWHDUOLHUKHVLWDWHGWRHQGRUVHEUDQGVDQGSURGXFWVXQGHUZHQWD
sort of mental revolution and agreed to be endorsers, that the availability of potential 
endorsers increased (Thompson, 1978). In addition, with the increase in number of roles in 
FLQHPDDQGRQWHOHYLVLRQLWKDVEHFRPHOHVVµGLVJUDFHIXO¶WREHFRPPHUFLDOO\H[SORLWHG i.e. 
for the purpose of endorsing brands, which has resulted in greater choice for the advertisers 
(Erdogan, 1999).  
 Use of celebrities in endorsements has clearly risen. In 1979, it was claimed that one in every 
six advertisements used celebrity endorsers (Howard, 1979). By another nine years, the 
estimates were around one in five (Motavalli, 1988). (Shimp, 1997) claimed that around 25% 
of all US commercials used celebrity endorsers. Also, according to the UK perspective, a 
report in Marketing (1996) indicated that advertising which used celebrity endorsers was a 
way of making national headlines in 1995. According to (Lane, 1996), United States 
companies paid a fortune (over $1 billion) to athletes for endorsement deals in 1996. Also, 
14% to 19% of advertisements shown in the United States in the recent years featured 
celebrities that endorsed products and brands (Creswell 2008). In addition, from a total of 
3,000 commercial images we see every day, one in every five ads features celebrities 
(Crutchfield, 2010)Therefore, it can be argued that over time the use of celebrity endorsers 
has gained world-wide popularity and has become a major part of marketing communication 
strategies (Erdogan,1999).  
HISTORICAL DEVELOPMENT OF CELEBRITY ENDORSEMENT IN INDIA 
 
In India, celebrities started endorsing brands in the nineteenth century. Before that, this was 
exclusive to models, and it was at this time, that movie and TV stars andsportspeople started 
invading this territory. The first celebrity endorsement in India was when Farokh Engineer, 
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an Indian cricketer was chosen to endorse a Bryl cream. And now, the Indian cricket team 
earns roughly around Ten million pounds per year through endorsements (Anon, 2014).  
There are three main phases of celebrity endorsements in India. The first ZDVµ7KHSLRQHHULQJ
SKDVH¶-1980), which was characterized by extremely limited channels of 
communication and also strict governmental rules. The company, HLL has used Hindi movie 
VWDUWVWRHQGRUVHWKHLUEHDXW\VRDSµ/X[¶VLQFHWKHILIWies. 
 Next was µ7KHJURZWKSKDVH¶-1990) in which more and more brands started using 
celebrities for endorsements. This was mainly due to television gaining popularity in this 
decade and also because of the growing fame of Indian stars with global events like the 
Asiads and the victory of India in the Cricket World Cup. Gwalior, Thumsup and Vimal were 
some of the brands which took to celebrity endorsements. Mass advertising started at that 
time, which featured celebrities like Jalal Agha, for Pan Parag Pan Masala, Kapil Dev for 
Palmolive shaving cream and Sunil Gavaskar for Dinesh Suitings.  
The third phase is that of globalisation which is characterized by mainly two realities.The 
first being thatfactors that differentiate a product can be imitated by other brands and 
secondly, all successful brands have some meaning imbibed in their products, where the 
meaning has to be consistent. This was the reason why Nirma, a detergent brand was 
unsuccessful in launching its tooth paste product(Ganapathy and Amarjothi, 2014).  
PRESENT SCENARIO OF CELEBRITY ENDORSERS IN INDIA 
 
Below are the top 10 celebrity endorsers of India along with their rankings and earnings in 
2013, where Shahrukh Khan ranks first in terms of his earnings as an endorser, which is 
approximately 22 million pounds. 
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 (Forbesindia.com) 
CELEBRITY ENDORSERS VERSUS NON CELEBRITY ENDORSERS IN TERMS OF 
EFFECTIVENESS 
 
Research has shown that the use of celebrity endorsers in advertisements can have a positive 
effect on the message recall, memory, recognition, credibility and likeability of the 
advertisements and finally, also on purchase intentions. (Roy, 2006). 
Anon(2008) explains that the effectiveness of celebrity endorsements is better when their 
personalities are strictly connected to the brand image. When an organisation cannot find a 
celebrity that is in coQVLVWHQF\ZLWKWKHEUDQG¶VYDOXHV, they can create their own endorser, 
i.e. a created spokesperson. Organisations can create two types of spokespersons; either real 
people acting out a character or animated or fictitious roles. 
Companies have greater control on spokespersons (non-celebrity endorsers), than on 
celebrities, as the companies build those characters which are consistent with the brand image 
and the target audience and also can make sure that these characters are endorsing only their 
product (Tom, Clark, Elmer et al.,1992).  
Whereas on the other hand, companies cannot control the personality and aura of the 
celebrities as they have created their own over the years.A created spokesperson has some of 
the following advantages (Erdogan, 1999). Organisations have a better control over the 
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created spokespersons and are less costly than the celebrity endorsers and advertisers also 
have the opportunity to create a better match between the endorser and the product. The 
HQGRUVHU¶Vexistence will be for as long as the method is used by the companyZKHUHDV³UHDO´
celebrities have limited existence for the company. The company can use the same created 
spokespersons as many times as it requires. 
However, (Atkin and Block, 1983) and (Petty, Cacioppo and Schumann, 1983)find that 
celebrity endorsements were more successful in creating positive attitudes towards the 
advertisements than non-celebrity endorsers. In addition, Sinha, Mahmood, Bisaria (2008) 
report that celebrity endorsement gives credibility to a brand, improve brand recall and 
recognition. Also, Agrawal and Kamakura (1995) argue that a right celebrity can improve the 
image of a wrongly positioned product as well. In addition, McCraken (1989) believes that 
celebrity endorsers are a more effective way of transferring meaning to a brand, as celebrities 
bring their own symbolic meaning to a brand as well, which is passed on to the product and 
further to the consumer. In addition, he says that celebrities offer a range of personality and 
lifestyle that cannot be matched by a non-celebrity. Also, according to Tom et al (1992), 
created spokespersons are created by the company to promote their brand because of which 
they might be perceived as less authentic and trustworthy. The consumers are also more 
familiar with celebrities than spokespersons because they are already famous.  
However, according to Mehta (1994), no significant differences were found in attitudes 
towards advertising or purchase intentions of the brand between celebrity and non-celebrity 
endorsements. 
The biggest limitation when using a made spokesperson is that he/she will become a popular 
faceonly after the organisation has created awareness and a huge amount has been spent for 
it. (Tom et al, 1992) suggests that companies use these created spokespersons when 
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theobjective is to create a long-term relationship between the organisation and the endorser. 
Also,celebrities are a better choice when the company wants to establish a short-term 
memorable link. 
Therefore, in this light, it can be safely said that celebrity endorsers are much more effective 
than spokespersons, in generating the desired results (Erdogan, 1999).  
ADVANTAGES OF CELEBRITY ENDORSEMENTS 
 
Erdogan (1999) has exemplified various advantages and disadvantages of using celebrity 
endorsements. The advantages he states include increased attention of the audience, 
usefulness while introducing or even while repositioning a brand and also helping when the 
image of the brand needs to be polished or refined. (Clark & Horstman, 2003) have also 
suggested that celebrity endorsements can enhance recall and purchase intention of the 
products. Further, Mishra and Beatty (1990) and Petty et al (1983) also have indicated that 
celebrity endorsements enhance brain recall. It is also observed that the presence of a famous 
personality helps in solving the problem of over communication that has become very 
prevalent these days (Kulkarni & Gaulankar, 2005). This problem has arisen because of 
increased competition for consumer awareness and also new technological inventions like 
televisions which have given consumers greater power over programmed advertisements. So, 
use of celebrity endorsements  helps increase consumer attention to the specific 
DGYHUWLVHPHQWVE\PDNLQJWKHDGYHUWLVHPHQWVWDQGRXWRIWKHH[LVWLQJµFOXWWHU¶RI
advertisements and therefore enhancing the communication process (Sherman, 1985). 
 In addition, it has also been shown that consumers are more comfortable to spend when the 
products they desire are endorsed by the celebrities they like (Internet World 2001). Also, 
another benefit from celebrity endorsements is that it leads to improved memory storage in 
consumers, which they can retrieve whenever the purchase situation arises (Schultz &Barnes, 
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1995). Other positive effects of using celebrities as endorsers include that commercials 
become more believable, bring a positive attitude to brands results (Kamins, 1989), 
perception of brand names is improved, distinct personalities for products are created( 
Dickenson, 1996), new dimensions can be added to the brand( Till, 1998),  help overcome 
µFXOWXUDOURDGEORFNV¶E\XVLQJFHOHEULWLHVZKRDUHJOREDOO\IDPRXV.DLNDWL) and also 
can help build credibility for new brands (Abbot, 2001). 
DISADVANTAGES OF CELEBRITY ENDORSEMENTS 
 
On the other hand, there are many disadvantages associated with celebrity endorsements as 
well. (Erdogan,1999) observes that celebrities may sometimes overshadow the brand, may 
lead to rumours and public controversies, may lead to image change and also overexposure of 
the brand, and also, sometimes may lead to loss of public recognition as well can be 
expensive for the advertisers. In addition, using celebrities for endorsements can backfire if 
they suddenly change their image, experience a downfall in their careers or popularity, get 
stuck in a situation related to ethical or moral issues or also if they lose credibility due to 
endorsing multiple brands (Kaikati, 1987), which can affect the image of the endorsed brand 
as well (Till and Shimp, 1995). 
 Drawbacks of celebrity endorsements include that consumers sometimes do not believe that 
celebrities actually use the products they are endorsing and also that they may get confused 
when many celebrities are seen endorsing the same brand (Hsu and McDonald, 2002). In 
addition, Louie and Obermiller (2002) state that if a celebrity endorsing a brand is blamed for 
a negative event like accidents, then it can affect the image of the brand as well. Another 
negative effect can be when there is simply a misfit or mismatch between the endorser and 
the brand being endorsed (Till and Shimp, 1998). 
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Another issue, when it comes to celebrity endorsements is that sometimes consumers may 
focus only on the celebrity and may fail to focus on the brand and product being promoted, 
WKDWLVWKDWPD\RYHUVKDGRZWKHEUDQGZKLFKLVDOVRWHUPHGDVµYDPSLUHHIIHFW¶ (Rossiter and 
Percy, 1987).  
Another issue arises if the celebrity gets involved with a lot of diverse brands, which is also 
WHUPHGDVµRYHUH[SRVXUH¶. Due to this, the identity of the celebrity with each brand can lessen 
and lose its distinctiveness (Mowen and Brown, 1981), which can aware consumers of the 
nature of endorsements which has got less to do with the brand in question and more to do 
with the compensation of the celebrity for the endorsement (Cooper 1984) which can make 
consumers question the motives of the celebrities and also the brands.  
MODELS ON CELEBRITY ENDORSEMENTS 
 
As can be seen from above, deciding whether to use celebrities for endorsements or not and 
selecting the right celebrities for the task is a difficult job. For this purpose, many models 
KDYHEHHQSUHVHQWHGWKHILUVWRQHEHLQJ&DUL,+RYODQG¶V6RXUFH Credibility Model, 
following which three other models were presented, which were  the Product Match-Up 
Hypothesis ( Kamins, 1989) , the Source Attractiveness Model (McGuire, 1985)  and the 
Meaning Transfer Model (McCracken, 1989), which are explained below.  
SOURCE CREDIBILITY MODEL 
 
According to this model, the effectiveness of a message in an endorsement depends on the 
perceived level of expertise and trustworthiness in an endorser (Dholakia andStemthai, 1977). 
According to Erdogan(1999), message from a credible source helps influence beliefs, 
opinions and  behaviours and consumers automatically assume that celebrities are credible 
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with respect to the brand they endorse (Goldsmith, 2000). The model claims that the 
µHIIHFWLYHQHVV¶RIDPHVVDJHGHSHQGVRQWKHµH[SHUWQHVV¶DQGµWUXVWZRUWKLQHVV¶RIWKHVRXUFH 
µTrustworthiness¶ refers to the honesty and integrity of the endorser in question (Erdogan, 
1999), so advertisers use this for their benefit by taking those celebrities as endorsers, who 
are generally considered to be honest and are respected by the masses (Shimp, 1997). 
Friedman and Friedman (1978) has also argued that credibility is determined most 
importantly by the trustworthiness of the person and studied that likeability was the most 
important aspect of trust. (Liu & Teo, 2007) have also claimed that celebrities having higher 
credibility can have a great impact on the purchase intention of a consumer.In addition, 
Miller and Baseheart (1969) found that when an endorser is found to be highly trustworthy, 
an opinionated or prejudiced message was more effective in changing attitudes than non-
SUHMXGLFHGRQHVZKHUHDVWKLVZDVQ¶WIRXQGWUXHIRUVLWXDWLRQVZKHUHWKHHQGRUVHULVQRW
trusted.  
The desire to purchase is created when endorsers can effectively create credibility about their 
link with the brand and are perceived to really use the product themselves. (Erdogan, 1999)  
µ([SHUWLVH¶LVDQRWKHUGHWHUPLQDQWRIWKHFHOHEULW\¶VFUHGLELOLW\ZKLFKPDLQO\UHIHUVWRKLV
skill or knowledge.It is also referred to as "authoritativeness" (McCroskey 1966). (Aaker and 
Myers, 1987) are of the opinion that more a source is considered to be an expert, the more 
persuasive he is. Also, Speck, Schumann and Thompson (1988)believe that expert celebrities 
produce greater recall of product in the minds of consumers than the non-expert celebrities. 
In addition, (Crano, 1970) noted in an experiment that consumers exposed to an expert source 
showed more agreement than those exposed to an inexpert source, for example, an expert 
salesman convinced more customers to buy a product than an inexpert salesman(Woodside 
and Davenport, Jr. 1974). (Solomon, 2006) confirms this by stating that a consumer can be 
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µVZD\HGDZD\¶E\DQµH[SHUW¶FHlebrity.  For example, for technical products, the µH[SHUWQHVV¶ 
of the celebrity is a very important factor (Till and Busler, 2000).  
However, Martin, Wentzel, and Tomczak (2007) question the credibility of celebrity 
endorsers as their research indicates a disposition towards spokespersons.  
 Erdogan (1999) states that the research in this field is one-sided. It is still not absolutely clear 
about the determinants of the credibility of a source and what factors are more important than 
the others. So, according to him, it should not be the only factor to be considered while 
selecting a celebrity.  
SOURCE ATTRACTIVENESS MODEL 
 
The source attractiveness model is a comSRQHQWRIWKH³VRXUFHYDOHQFH´(McGuire, 1968). It 
shows WKDWWKHHIIHFWLYHQHVVRIDPHVVDJHGHSHQGVRQWKHµVLPLODULW\¶DQGµIDPLOLDULW\¶ZLWK
the consumers. Baker and Churchill (1977) observe that use of attractive celebrities has a 
positive effect on the consumers due to their emotional reactions. Advertisers selectendorsers 
on the basis of their charm and attractiveness to benefit from twofold effects of their status 
and physical lure(Singer, 1983). The audience tends to formpositive norms about such people 
and research has shown attractive communicators to be more effective at changing opinions 
(Chaiken, 1979)and creating intentions to purchase (Petty and Cacioppo, 1980) than the 
comparatively unattractive ones. 
µSimilarity¶, in regard to this model is defined as a fictional alikeness between the source and 
the receiver of the message, whereas µfamiliarity¶ refers to the awareness of the source 
through disclosure, and µlikability¶ as warmth for the source because of the source's looks 
(Erdogan, 1999). The role promoted by the source is better acknowledged when the endorser 
and the recipient are thought to have alike goals and needs(Kelman, 1961). However, 
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attractiveness does not only imply physical attractiveness, but also other characteristics that 
consumers might observe ina celebrity endorser, like lifestyle, intelligence or personality 
(Erdogan, 1999). (Cohen and Golden, 1972) advocate the use of µidentification¶, where 
attractiveness of the source is concerned, which occurs when the consumers want to identify 
themselves with the celebrity endorser.  
Kahle and Homer (1985) find that the physical appeal of the sourcecan affect the FRQVXPHUV¶ 
attitude change process. An attractive model projects sensuality, can increase arousal, which 
can in turnDIIHFWFRQVXPHU¶VDWWLWXGHV 
In addition, celebrity endorsers are more effective in endorsing products with high social or 
psychological products and also those having high financial and performance risks 
(Mehulkumar, 2005). The divisionof products into low or high involvement is based on the 
risk perceptions that consumers have in mind when buying a product. These can be classified 
into four categories(Friedman and Friedman, 1979), which include financial 
risk,psychological risk, operational risk and social risk. According to the author, celebrity 
endorsement is the best way to get customers to buy these products. However,(Baker and 
Churchill, 1977), state that attractive celebrities are more effective for low involvement 
products, than for high involvement ones.   
Till and Busler (1998) however study that positive attitude towards these advertisements do 
not necessarily affect the purchase intentions of the consumers, as these affect the cognitive 
component of the people more than their behavioural one(Firework and Friedman, 1977). In 
terms of gender communications, between endorsers and consumers, Debevec and Kernan 
(1984) found that attractive female models produced more positive viewpoints than attractive 
male models across both genders but more among males. On the other hand, Caballero (1989) 
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found that males showed moreintent to buy from male endorsers and females hold greater 
intentions to buy from female endorsers. 
Hence, it is clear that attractive celebrity endorsers bring more positive attitudestowards the 
brands, but whether they are able to create purchase intentions is still not very clear, as some 
studies have found that endorsers do not have an effect onbehavioural intent while other 
studies prove the positive impact of celebrities on purchase decisions. To have more effect on 
SHRSOH¶VEHKDYLRXUSK\VLFDOO\attractive celebrity endorsers, whose images match with the 
product image,should be chosen and messages should be delivered in a dual way where the 
endorser states both positive and negative characteristics of the brand.  
THE PRODUCT MATCH-UP HYPOTHESIS 
 
The Product Match-up Hypothesis posits that information conveyed by the image of the 
celebrity and that of the brandshould be consistent for successful marketing (Kamins,1990). 
The determining factor of the match between the product and the celebrity depends on the 
degree of seeming 'fit' between celebrity and brand image (Misra and Beatty 1990). That is, 
endorsing a brand through a celebrity whose image has a high congruency with the product 
leads to greater acceptability of the advertisement as compared to an advertisement having 
less congruency(Kamins and Gupta 1994).  
So as tostress thesignificance of a proper match, Watkins (1989)cited a vice president of a 
prominent beverage company where he stated that celebrities are a big and unrequired risk 
unless they are somehow related to the brands.Bertrand (1992) also argued that if there is a 
combination of a matchup RIWKHFRPSDQ\¶Vproduct with the personality of the celebrity, 
advertisers are more benefited.  Studies have also shown that consumers also expect 
consistency between the product being endorsed and the image of the celebrity endorser. 
(O'Mahony and Meenaghan, 1997). For example, attractive endorsers are more effective 
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when endorsing products used to increase attractiveness (Kamins, 1990) and that the effect 
will be not noteworthy in those cases where the product being endorsed is not related to 
µDWWUDFWLYHQHVV¶. Kahle and Homer (1985) also find that the use of attractive celebrities have a 
positive impact on purchase intentions and message recall.Hence, it is safe to conclude that 
all parties involved in this process, anticipate some match between the brands and the 
celebrities.On the other hand, the absence of congruencybetween the products endorsed and 
the celebrity endorser may make consumers think that the celebrity has beengenerously paid 
to endorse the product (Erdogan, 1999). 
However, this modelenvisages that good looking celebrities have greater impactwhen 
endorsingproducts used to add WRRQH¶V attractiveness (Kamins, 1990). In addition, the µILW¶
between an endorser and the product endorsed also enhance the endorser's 
attractiveness(Kamins and Gupta, 1994). The academics argue that this happens because of 
WKHFHOHEULW\¶Vµfamiliarity¶and issupposedto be connected with internalisation and 
identification processes. 
Misra and Beatty (1990), noted that this match-up is also found for products that are not 
beauty related. They exemplified this by using jeans called Unitough and a board game called 
Funnybone and said that if these were matched with Clint Eastwood and Carol Burnett 
respectively, this would result in a more positive attitude towards the brand than if done vice 
versa.  
Celebrity endorsement is also effective in marketing products as status symbols (Erdogan, 
1999) as these celebrities are people enjoying a high status and in advertisements, they offer 
consumers to enjoy the products with them (Packard, 1957).However, Callcoat and Phillips 
(1996) state that consumers are usuallyaffected by endorsers if the products require low 
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involvement and are inexpensive. However, Kamins (1989) finds that celebrity endorsers are 
able to create positive influence on high involvement products like mobile phones. 
However, DeSarbo and Harshman (1985) criticised this model and pointed three major 
problems with it. The first drawback they stated was that this model does not provide any 
way to deal with the multidimensionality of effects. The second drawback according to them 
is that this model ignores the µPHDQLQJLQWHUDFWLRQ¶EHWZHHQWKHFHOHEULW\DQGWKHEUDQGDQG
the third drawback states that there is lack of enumeratednorms for different scopes.  
Therefore, even though Match-up Hypothesis improvesover some of the limitations of the 
Source Effectiveness Models, it still ignoresinfluences of a celebrity endorser's symbolic 
meanings in advertisements. With respect to contradictory findings, it is clear that this model 
has to go further thancredibility and attractiveness towards a proper fit between the celebrity 
and the brand. 
THE MEANING TRANSFER MODELS 
 
There are a large number of varied meanings contained in a celebrity. Celebrity endorsers are 
more useful for endorVHPHQWRIEUDQGVDVWKH\SURYLGHFRQVXPHUVZLWKDµVHWRI
FKDUDFWHULVWLFV¶WKDWKHOSWKHPLQHYDOXDWLQJWKHEUDQG0DUWLQAdvertisers' purpose 
for using celebrities to promote brands is that consumers idolize and desire image of 
celebrities and advertisershope that consumers will also desirebrandsconnected with 
celebrities (Fowles, 1996).  
Celebrity endorsements are examples of a general process ofmeaning transfer (McCracken 
1989). According to him, there is a route for the movement of cultural meaning ,which 
involves three stages; the formation of celebrity image, transfer of meaning from celebrity to 
product and finally from product to consumers. It is the consumers who recognise or find a 
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similarity between the two, thereby transferring the meaning from the celebrity to the 
product. Levy(1959) states that the next step is also carried out by the consumers, who are 
able to recognise the symbolic meaning in an advertisement and are then able to transfer them 
into a meaning for themselves. In addition, Batra, et al. (1996) finds that people consider their 
possessions to be an extension of them and support their identities through what they 
purchase.  
After the companies have determined the symbolic meaning of their brands and products, 
their next step is to select that celebrity who has these characteristics and matches the 
meaning and image of their brand. For example, /¶2UHDO3DULV has chosen Katrina Kaif, to be 
their beauty brand ambassador. Katrina Kaif, who is perceived to be a very stunning, 
DWWUDFWLYHDQG\RXQJODG\LVFKRVHQDVKHULPDJHLVLQFRQJUXHQFHZLWKWKDWRIWKHEUDQG¶V
symbolic meaning. To further illustrate, Shahrukh Khan, one of the richest and most affluent 
actors in Bollywood, is the brand ambassador for Tag Heuer, a big Swiss watch brand, which 
is completely in consistence with his image. 
To conclude, McCracken (1989)proposes that advertisers should take into account the 
cultural meanings a celebrity brings to the advertisement; however the identification of these 
meanings depends on the advertisers.  
RESEARCH AIM 
 
Since Indian people idolize their celluloid stars (Katyal, 2007), a large number of 
endorsements in India use celebrities as their spokespersons. However, research needs to be 
done further on what is the most important factor a consumer looks for in a celebrity that is 
credibility, attractiveness or expertise. In addition, research also needs to be done on whether 
celebrity endorsement, in actual, affects the purchase decision of consumers or not.  
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As most of the advertisements are targeted on youth and also because they are usually the 
ones on whom advertisements have the most effect, the research has been focused on them. 
Focusing on them enables us to understand their feelings, behaviours and attitudes towards 
celebrities, spokespersons, and celebrity endorsements in general and also the most current 
incidents in the country if any.  
Hence, my Research questions are as follows:- 
1. What qualities in a celebrity endorser are desirable to a consumer? 
2. Do celebrity endorsements affect purchase decisions of consumers? 
METHODOLOGY 
INTRODUCTION 
 
Methodology is used to give a simple and clear idea on what topic the research is being 
carried out. In order to justify the chosen method for the purpose of this research, this section 
first contains difference between qualitative research methods and quantitative research 
methods. Next, it justifies the method chosen. This is then followed by an introduction of the 
research samples, after which the method of analysis is discussed.  
COMPARISON BETWEEN THE TWO RESEARCH METHODS:- QUANTITATIVE 
AND QUALITATIVE 
 
Research is simply defined as a process where questions are asked and their answers are 
looked for. In detail, it includes systematic investigation, structured questionnaires, going 
through old information and producing new ones as well (Bertrand & Hughes, 2005).  
4XDQWLWDWLYHDQDO\VLVFRQWDLQVQXPEHUVVWDWLVWLFVUDWLRVWRKHOSPHDVXUHSHRSOH¶s attitudes, 
thinking and their emotional and mental state (Twycross and Shields, 2004). The questions 
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asked usually include how much, how often, how many. It is more commonly used when a 
lot is already known about the subject and there is a need to learn more about it and find out 
the causal-effect relationship (Kayrooz & Trevitt, 2005). The quantitative paradigm has its 
roots in Positivism. Its basic characteristic is based on empirical research, where everything 
can be brought down to simple empirical indicators. The main hypothesis here is that just one 
truth or reality that exists. Therefore, the one doing the investigation and the thing being 
investigated are entirely independent, which helps the researcher study the topic without 
influencing it in any way (Sale, Lohfeld and Brazil, 2002).Its major strength is that it can be 
easily generalised.  
2QWKHRWKHUKDQG4XDOLWDWLYHDQDO\VLVLVXVHGZKHQVRPHWKLQJ¶VPHDQLQJQHHGVWREHIRXQG
,WGRHVQ¶WPDNHXVHRIQXPEHUVVWDWLVWLFVRUSURSRUWLRQVEXWLQVWHDGZRUGVDQGGHVFULSWLRQV
(Twycross and Shields, 2004). Instead of testing a hypothesis or measuring something, 
qualitative study helps in understanding the topic in detail and on a deeper level (Mayring 
2000). Techniques used include interviews and participant observations. The samples chosen 
for this purpose are very small, and are not chosen because they necessarily represent the 
whole population, but because they can give a lot of valid and important information (Reid, 
1996).  ,QFRQWUDVWWRTXDQWLWDWLYHVWXG\¶VSRVLWLYLVPTXDOLWDWLYHVWXG\LVEDVHGRQ
interpretivism  (Kuzel and Like, 1991). In other words, it exists on the belief that multiple 
truths and realities exist. Also, another difference is that in this study, the investigator and 
investigated are not independent, but interact with each other. Its main strength is its ability to 
study new phenomenon and such subjects which have not been explored before.  
WHY QUALITATIVE DATA FOR THIS RESEARCH 
 
Qualitative research refers to the definitions, metaphors,features,symbols and descriptions of 
things (Berg, 2007). 
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Qualitative methods help in understanding thosesubjects that are not possible through the use 
of quantitative-based investigations. Qualitative research is anapproach that places primary 
importance on how people experience and work withinsurroundings that are dynamic and 
social.  
However, this method is more likely to take place in a naturalsituation (Marshall & Rossman, 
1989), implying that topics for research are usually focused on everyday activity as 
madechallenging by people going on with their daily routines.  (Van Maanen, 1983). 
Qualitative research has less chance to impose restrictions on data collection. It is helpful in 
providing a general view of the subject being investigated (Patton and Patton, 
1990).Qualitative approach is concerned with, how people make sense of the world and how 
they observe and experience events from their perspective (Willig, 2001). 
 Qualitative methodology has been used for this research as one can interact with the 
respondents in their own way (Kirk & Miller, 1986). It also gives the advantages of a deep 
analysis, and the ability to observe an assortment of features of a social situation (Babbie, 
1986). While conducting a face-to-face interview, the interview process can be easily 
adjusted. Moreover, by developing questions on the spot, it helps in gaining a deeper insight 
into the respondent's beliefs and attitudes. During the process of the interview, it helps the 
researcher observe changes in body language and also external factors that might influence 
the interviewee's responses. Such data can be important when DSDUWLFLSDQW¶V body language 
is observed to be the opposite of what he is saying.  
There are thus many benefits of qualitative research because of which it is the research 
method chosen for this project. In addition, the views of people on celebrity endorsement are 
very subjective, difficult to measure and need a proper detailed explanation for the purpose of 
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UHVHDUFK,QDGGLWLRQZKDWHYHUDQLQWHUYLHZ¶VIRUPWKHpurpose of qualitative research is to 
HQWHULQWRWKHUHVSRQGHQW¶Vperspective and way of thinking (Patton and Patton, 1990).  
ZALTMAN METAPHOR ELICITATION TECHNIQUE 
 
For this research project, the method of primary data collection being used is a technique 
FDOOHGWKHµ=DOWPDQ0HWDSKRU(OLFLWDWLRQ7HFKQLTXH¶GHYHORSHGE\Gerald Zaltman and 
Robin Higie Coulter, which was designed basically to improve research in advertising. It is 
basically used to surface the mental models that initiate consumer behaviour and thinking and 
then use these models in actionable ways using metaphors given by consumers. The 
importance of a metaphor," according to Lakoff and Johnson (1980) "is understanding and 
experiencing one kind of thing in terms of another".  Many of these metaphors are mental 
images and most of these are visual(Kosslyn, Koenig, 1992). 
This new technique depends on seven basic premises, which makes it possible to provide 
valid market information. The first premise being that most of human communication is non-
verbal, which can include para-language, tone or other qualities of speech that determine if 
we actually believe what we say or not. The second premise is that even though thoughts are 
H[SUHVVHGYHUEDOO\WKH\XVXDOO\RFFXUDVLPDJHVDQGWKHFRPELQDWLRQRIDFRQVXPHU¶VYHUEDO
or non-verbal message which helps them convey deeper meanings. The third premise is that 
PHWDSKRUVDUHHVVHQWLDOIRUYLHZLQJWKHWKRXJKWVDQGIHHOLQJVRIDFRQVXPHUDVZHFDQ¶W
know anything unless we know what it is not. A fourth premise is that our senses provide us 
with important metaphors, so analysing sensory including visual, tactile, auditory provide 
LQVLJKWLQWRWKHFRQVXPHUV¶ feelings and thoughts. The fifth premise is that consumers have 
mental models which represent the stories they have which gives access to their knowledge, 
and it is the task of managers to animate stories or mental models among the consumers. The 
sixth premise holds that in addition to conscious thoughts, consumers also have hidden 
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thoughts that can be accessed using a variety of techniques. The seventh and last premise is 
that it is more correct and productive when reason and emotion are considered together than 
when one is given importance over the other.  
The Zaltman Metaphor Elicitation Technique is basically used to understand the images of 
brands, products, purchase and life experiences and furthermore. The process of ZMET 
begins with at least 20 participants for the project, who, after they have qualified for 
participation, are given instructions on the subject. They are then asked to collect or take 
pictures indicating what the topic means to them or what reminds them about the topic. The 
reason they are asked to collect pictures is that these help exploring the concepts of the 
customers (Ball and Smith 1992). Pictures contain some basic concepts, which are first 
identified by the customer. After they have identified these, only then can they identify the 
deeper concepts of the picture (Smith 1988).  
The next interview is scheduled for after about seven to ten days from the first interview. The 
next step i.e. the personal interview or the guided conversation is audiotaped. This process 
includes different steps, but not all steps are used in all interviews and the inclusion or 
exclusion of the steps are based on the nature of the data and the problem and also the way 
WKHGDWDKDVWREHXVHG7KHILUVWVWHSLQWKHLQWHUYLHZLVµVWRU\WHOOLQJ¶$VWKH\KDYHHQRXJK
time, participants come to the interviews with stories in minds regarding the pictures they 
bring and how these relate to the subject topic. And because the customers have collected 
their own pictures, it is the customers who are in control of the stimuli during the interview 
and not the interviewer. 7KLVVWHSKHOSVWKHLQWHUYLHZHUWROHDUQQRWRQO\SHRSOH¶VLQLWLDO
thoughts but also go deeper in the topic.  
Page | 26 
 
 In the second step, the participants are asked if they had any issues in finding a particular 
picture, which helps to understand the issues that might have come in the mind of the 
participant during the process.  
7KHWKLUGVWHSLVWKHµVRUWLQJWDVN¶ZKHUHWKHSDUWLFLSDQWVDUHDVNHGWRVRUWWKHSLFWXUHVWKH\¶YH
brought into different piles and then asked to describe each pile, helping in establishing major 
themes. There are no restrictions on the number of piles that the pictures can be sorted into 
and also the number of pictures that can be put in each pile. 
In the fourth step, the participant is asked to choose the image that he/she thinks is the best 
representative of their feelings towards the product.  
In the next step, the participant is asked for images they think might be the opposite of the 
topic in question, as to understand what something is, it is also important to understand what 
it is not. This is because any concept contains the trace of its opposite meaning (Brunette and 
Wills, 1989).  
In the next step, the participant is asked to use senses to convey what the topic means to 
them. This is because people think through their senses and such thoughts are images 
(MacDougall, 1992). Hence, it is important to capture such thoughts and analyse them. The 
participants are asked to tell what is the taste, colour, smell, sound or feeling related to the 
topic.  
This technique does have some limitations though. Although it identifies factors that 
influences consumers and also leads to clarification of both positive and negative 
experiences, it does not provide with numbers from the whole population who feel the same. 
In addition, the pictures that participants bring to the interview represent images they find 
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familiar, which are not however a substitute for thinking about other images that could be 
more helpful in accessing the mental model of consumers(Coulter and Zaltman, 1995).  
 
INITIAL INTERVIEW 
 
An initial test was conducted with the help of an Indian student from the University of 
Nottingham, to check for any difficulties that may arise in the process. This proved to be of 
great help, as it helped the researcher understand that in the case of people who had difficulty 
in story-telling, it was best to ask them questions in order to make them talk and understand 
their view point, thoughts and feelings. Also, as this method is not commonly used and also 
because the researcher is not very experienced in interviewing, it gave the researcher an ease 
with the whole process.  
SAMPLING STRATEGY 
 
A sample is a collection of people chosen for a given research study (Frankfort-Nachmias, 
1997).  It basically involves a process of selecting a representative population from the whole 
population depending on the study, availability of money and time and also the effort put in 
the research study (David, 2005). As it is not easy or practical to study the whole population, 
so sampling is an immensely important step during a research project.  
7KHVDPSOLQJPHWKRGFKRVHQIRUWKLVUHVHDUFKSURMHFWLVWKHµ-XGJHPHQW6DPSOLQJ¶DOVR
known as Purposeful Sampling, in which the researcher selects the most productive sample to 
answer the research question(Marshall, 1996). The participants selected are observant 
members of the specific community and are able and willing to share their knowledge 
(Bernard, 2002). The sampling frame chosen for this purpose were people in India from age 
18-24, who were exposed to advertisements, Indian celebrities and who were capable of and 
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ready to share their knowledge. This age group was chosen as generally most of the 
endorsements are focused on this age group, are aware of what celebrity endorsement and its 
concept is, and also because they are mature enough to identify metaphors in pictures, share 
their true feelings while telling stories about each picture, answer questions intelligently and 
also identify themes. The sample size for the purpose of this study is twenty, as required by 
the ZMET.  
DATA ANALYSIS 
 
After collection of data, the next step is to analyse it, in order to arrive to a valid conclusion. 
As the approach chosen is qualitative, narrative analysis will be used to analyse and interpret 
the data. Narrative analysis refers to approaches to different kinds of texts, which have in 
common a storied form (Riessman, 1993). They basically are in a story form and represent 
way of knowing and communicating (Hinchman and Hinchman, 1997).  The narratives were 
analysed to determine what metaphors were used by the participants to discuss their thoughts 
and feelings about celebrity endorsement. The focus was on metaphors as thoughts are 
mainly imaginative and through the analysis of metaphors we can gain better insight into the 
SDUWLFLSDQW¶VWKRXJKWV 
7KHPHWKRGRIDQDO\VLVXVHGKHUHLVµ7KHPDWLF$QDO\VLV¶,QWKLVPHWKRGHPSKDVLVLVPRUH
RQWKHFRQWHQWRIWKHWH[WWKDWLVPRUHRQ³ZKDW´LVEHLQJVDLGUDWKHUWKDQ³KRZ´LWLVEHLQJ
said. Which PHDQVPRUHRQZKDWLVEHLQJ³WROG´UDWKHUWKDQRQWKH³WHOOLQJ´The interviews 
were audiotaped, transcribed and then analysed to look for meaningful themes.  
FINDINGS AND DISCUSSION 
 
Four main themes emerged from the analysis of the pictures brought by the respondents. 
These were:- 
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1. Importance of Celebrity Attractiveness 
2. Importance of Celebrity Credibility 
3. Importance of Celebrity-Product Match 
4.  Importance of Meaning Transfer 
Theme 1- Importance of Celebrity Attractiveness 
 
The first theme to emerge from the analysis of the images ZDV³Importance of Celebrity 
$WWUDFWLYHQHVV´7KHIROORZLQJH[FHUSWVFODULI\KRZWKHUHVSRQGHQWVIHHODERXWFHOHEULW\
attractiveness and how it influences them. Either the nicknames or the initials of the 
respondents have been used. 
A.S brought three pictures depicting attractive celebrities. The first picture was of Aishwarya 
Rai endorsing /¶2UHDO, a cosmetic brand. The second picture was of Hrithik Roshan 
endorsing Mountain Dew, a soft drink and the third picture of Kareena Kapoor endorsing 
Lakme, again a cosmetic brand. He said- 
³,WKLQNLW¶VDYHU\JRRGGHFLVLRQE\WKHFRPSDQ\IRUKDYLQJFKRVHQAishwarya to endorse 
/¶2UHDO. She is considered the most beautiful lady in the world.So she has been chosen to 
endorse such a big brand and the brand must have immensely benefitted from such a 
personality as all the girls want to look like Aishwarya Rai and they would obviously want to 
JRDQGEX\WKHSURGXFWVKH¶VHQGRUVLQJ´ (Appendix 7, fig.1) 
³7REHYHry fair it was a very sensible decision by the company because Hrithik is very 
young, smart and energetic. I think he is the handsomest man on this planet.They have chosen 
a very right person for this ad and who better than Hrithik. He is everything a man wants to 
be´ (Appendix 7, fig. 2) 
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³Kareena is perfect for this cosmetic ad. She is very pretty. She is amongst the prettiest stars 
in Bollywood, so the coPSDQ\KDVGRQHDYHU\JRRGMRE´ (Appendix 7, fig. 3) 
Jain brought a picture of Aishwarya Rai and Hrithik Roshan, endorsing Coca Cola, and 
noted: 
³Basically as Coca Cola is a carbonated drink, so the comSDQ\GRHVQ¶WKDYHWRVKRZLW¶V
features. Hrithik and Aishwarya, both being attractive on screen, people look at them and 
buy the product. The company recognises that their drinks are not good for health, and if they 
try to show the quality of the product, it will never be successful, so for this they need to use 
WKHDWWUDFWLYHQHVVRIWKHFHOHEULWLHV´(Appendix 7, fig.4) 
The third respondent, Prateek, brought .DUHHQD.DSRRU¶VSLFWXUHHQGRUVLQJ0DODEDU¶VJROGD
jewellery brand and said: 
³This endorsement fits well because Kareena Kapoor is very beautiful and attractive. And 
women would like to dress and style like her and try to copy and imitate her, so being a brand 
ambassador of gold jewellery, will definitely have an impact on the women target of the 
FRPSDQ\´(Appendix 7, fig.5) 
The next pictures corresponding to attractiveness was brought by M.S. She brought a picture 
of Katrina Kaif endorsing Lux, a beauty soap and said: 
³,FDQHPSDWKLVHZLWKWKLVDGEHFDXVHVKH¶VTXLWHSUHWW\WRORRNDWDQGVKHLVTXLWHDSWIRUWKH
product because her skin is pretty good, not just on screen. Even without makeup she can 
HQGRUVHWKHOX[DG´(Appendix 7, fig.6) 
The next respondent, Simrat, brought pictures of the products she had bought, where the main 
factor was the attractiveness of the celebrity endorsing the product. She brought two images, 
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the first being that of a lip gloss which Sonam Kapoor endorses and the next one being that of 
a bag which is endorsed by Kareena Kapoor. 
³,W¶VWKHOLS-gloss which Sonam Kapoor has advertised. This is what I bought when I saw the 
advertisement on the television. It really appealed me as she was looking very attractive with 
the lip gloss on, so the next thing I did was to buy the lip gloss. She was looking pretty so I 
WKRXJKWLW¶VJRLQJWRORRNJRRGRQDQ\RQH´(Appendix 7, fig.7) 
³,W¶VWKHLavie bag, which is promoted by Kareena Kapoor. I was very unaware of these 
bags, but since VKH¶VEHHQSURPRWLQJLW,¶YHGHILQLWHO\JLYHQDWU\WRWKHVHEDJVDQG,WKLQN
WKH\DUHZRUWKLW$QGLQWKLVFDVHLWZDVDWWUDFWLYHQHVVZKLFKDSSHDOHGWRPH´ (Appendix 7, 
fig.8) 
The next respondent, K.N showed three pictures which included an image of a lady with long 
hair, Alia Bhatt endorsing Maybelline and Kareena Kapoor endorsing Lakme. 
³The first pictureis of a woman with long hair. It shows feminism. Celebrities have face 
beauty and that matters a lot, so when you see a celebrity with long hair, beautiful skin, it 
GRHVPDWWHU7KDW¶VZK\ZHORYHWKHPDQGWKDW¶VZK\WKH\DUHRQVFUHHQ´ (Appendix 7, fig.9) 
³I really like Alia Bhatt. I am very attracted towards her, like the way she looks on screen. 
6R,DPYHU\LQIOXHQFHG,MXVWFRQVLGHUWKDWVKH¶VXVLQJWKHSURGXFWWKDW¶VZK\VKH¶VORRNLQJ
OLNHWKDWVR,DPJRLQJWRXVHLWDQGPDNHP\VHOIDWWUDFWLYHOLNHKHU´(Appendix 7, fig.10) 
³,ERXJKWWKLVSURGXFWEHFDXVHRI.DUHHQD.DSRRU¶s attractiveness DQGVKH¶VYHU\JRUJHRXV
VRLIVKH¶VHQGRUVLQJVRPHWKLQJLWLQIOXHQFHVRWKHUSHRSOHWREX\WKHSURGXFW´(Appendix 7 
fig.11) 
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S.G, showed two more pictures representing attractiveness of celebrities. The first picture 
was again of Kareena Kapoor endorsing Lakme, and the next picture of Sonam Kapoor 
endorsing Colgate, a toothpaste brand. 
³I think Kareena Kapoor is a very attractive actress and when anyone looks at her the first 
thing they think is how good her skin is. So I think the fact that she takes care of her skin so 
well, I would want to take advice from her, as far as my skin would be concerned. So I would 
GHILQLWHO\EX\DEHDXW\SURGXFWWKDWVKH¶VHQGRUVLQJ´ (Appendix 7, fig.12) 
³,WKLQNEHLQJDQDFWUess, any facial aspect be it 6RQDP.DSRRU¶V eyes or her teeth is 
GHILQLWHO\DQLPSRUWDQWIHDWXUH$QG,WKLQNVKH¶VYHU\EHDXWLIXODQGKDVDJRRGVHWRIWHHWK
VRLIVKH¶VHQGRUVLQJDWRRWKSDVWH,ZRXOGGHILQLWHO\JRIRULW´(Appendix 7, fig.13) 
,WLVTXLWHHYLGHQWIURPWKHDERYHGHVFULSWLRQVWKDWIRUWKH\RXWKµDWWUDFWLYHQHVV¶SOD\VDPDMRU
role. Physical attractiveness is usually used to measure the effectiveness of celebrity 
endorsement as it is assumed that whatever is beautiful is good (Dion, Berscheid, & Walster, 
1972). All the above responses show that an attractive celebrity creates favourable attitudes 
towards the product in the minds of people. However, most, though not all of these images 
also show that the attractiveness of the celebrity is most important when the product they are 
endorsing is an attractiveness related product, for example, Aishwarya Rai and Kareena 
.DSRRU¶VEHDXW\ are evidently quite important in regard to the brands they are offering, that is 
/¶2UHDODQG/DNPHUHVSHFWLYHO\ZKLFKDUHERWKEHDXW\EUDQGV7KLVUHVXOWLVLQFRQJUXHQFH
with the study of Kamins (1990), where he noted that the physical attractiveness of the 
celebrity was most evitable when he/she was being paired with an attractiveness-related 
product.  This can also be linked with the study where it was suggested that physical 
attractiveness is considered a form of expertise as well (Till & Busler, 2000). So a beautiful 
female endorser may be considered an expert on makeup and cosmetics, which she might be 
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using to look prettier (Simmers, Damron-Martinez and Haytko, 2009). And this might well be 
the case here, in the above pictures, example in the case of Sonam Kapoor and Alia Bhatt 
endorsing cosmetic brands.  
However, two pictures also depicted attractiveness to be a desirable factor even when the 
products being endorsed were not beauty-related products. This was seen especially in the 
case of Hrithik Roshan endorsing Mountain dew and Aishwarya Rai and Hrithik Roshan 
together endorsing Coke.  
Mehulkumar (2005), stated that using celebrity endorsers are an effective way to promote 
products having high performance or financial risk, that is, high involvement products. But 
the opposite was noted by the pictures brought by three participants.  
S.G brought three pictures relating to this. The first was of Kareena Kapoor endorsing a Vaio 
laptop and she VDLG³This does not make a lot of sense, because I would not relate a computer 
EUDQGZLWKDFHOHEULW\OLNHKHUZKR,GRQ¶WNQRZLIVKH¶VWHFKVDYY\RUQRW6RDVFRPSDUHG
WRWKHRWKHUDGRIDEHDXW\EUDQG,ZRXOGQRWUHDOO\EHFRQFHUQHGZLWKWKLVRQHPXFK´ 
(Appendix 7 fig.14) 
The other two pictures were of Shahrukh Khan. The first image is of him endorsing a tea 
EUDQGDQGWKHVHFRQGRIKLPHQGRUVLQJDFDU6*QRWHG³ As compared to the image of a tea 
brand, this ad may not be that influential because cars are something very expensive as 
compared to tea, so DSHUVRQZLOOQRWMXVWORRNDWWKHFHOHEULW\ZKR¶VHQGRUVLQJWKHSURGXFW
but they will have to look at various other aspects as well. This is the main difference between 
WKHWZRSURGXFWV´(Appendix 7 fig.15 and fig.16) 
The next image was brought by Nitin and was that of a laptop endorsed by Ranbir Kapoor. 
1LWLQQRWHGWKDW³Whenever I see my laptop, I am reminded of Ranbir Kapoor endorsing it. 
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But before buying the product, I have looked for the general specifications of the product, 
ZKHWKHULW¶VJRRGRUQRt, after that only I bought it. Not just because of the celebrity 
HQGRUVHPHQWEXWEHFDXVH,OLNHWKHSURGXFW´ (Appendix 7 fig.17) 
These pictures make it clear that celebrity endorsers are more effective at endorsing low 
involvement products like tea or cosmetics, but not those products in which high financial or 
performance risk is involved. This is in congruence with the study which states that celebrity 
endorsers are more effective at promoting low involvement products rather than the high 
involvement ones(Baker and Churchill, 1977).  Another thing to be noted was that though 
µDWWUDFWLYHQHVV¶LVMXVWQRWVXSSRVHGWRUHIHUWRSK\VLFDODSSHDOEXWDOVRWRVNLOOVOLNH
intelligence, personality traits or lifestyle (Erdogan, 1999), here, in all the pictures it was the 
physical traits of the celebrities that appealed to the respondents the most. Also, even though 
all the respondents showed a desirable attitude towards these advertisements having attractive 
celebrities, most of them did not show any purchase intention, except for a few.  
Theme 2- Importance of Celebrity Credibility 
 
The second theme that developed was that of the importance of credibility of the celebrities 
and its influence on the consumers.  
T.S brought a picture of Shahrukh Khan endorsing Hyundai cars. 
³Shahrukh Khan is a credible source of information as he has been endorsing many 
products and he himself owns few cars. I think he uses Hyundai cars as he has mentioned 
WKLVLQKLVLQWHUYLHZV´ (Appendix-8-fig.18) 
Nitin, the next respondent brought two pictures, the first one being of Wonderchef Pan 
endorsed by Sanjeev Kapoor, a chef and the second one is that of Boost, an energy drink 
endorsed by Sachin Tendulkar, a cricketer. 
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³When we see an expert endorsing a particular product, in which they generally have 
expertise, on that picture you can see an authentication. So Sanjeev Kapoor is an expert at 
cooking, so if he is endorsing a pan, people can trust him. So if someone is endorsing a 
product which is based on their liviQJKRRG\RXFDQDXWKHQWLFDWHWKHSURGXFW´ (Appendix-8-
fig.19) 
³Sachin Tendulkar endorses Boost, and he is the perfect person to endorse it as he is very 
good in sports. He is the person who rejected 20 million bucks for endorsement of liquor, so 
LWPHDQVKHLVFUHGLEOHUHJDUGLQJWKHSURGXFWVKHHQGRUVHV,¶OOGHILQLWHO\JRIRUWKHSURGXFW´
(Appendix-8-fig.20) 
Jain brought two pictures where celebrity credibility was an important factor. The first image 
was of M.S. Dhoni, a cricketer endorsing Reebok, a sports brand and the second image was 
of Nargis Fakhri endorsing Reebok for women.  
³M.S. Dhoni is a sportsman and Reebok is a sports brand, so I think he is a credible 
VRXUFH´(Appendix-8-fig.21) 
³Basically Nargis Fakhri LVYHU\ILWWKRXJKVKH¶VQRWDVSRUWVSHUVRQ,WKLQNVKH¶VFUHGLEOH
because she uses these shoes in her daily life for dance and DHURELFV´ (Appendix-8-fig.22) 
Simrat brought two pictures corresponding with celebrity credibility. The first image was of 
Diana Penty, an actress endorsing a shampoo brand Tresseme and the second image was of 
Kareena Kapoor endorsing Geetanjali Jewellers.  
³I think Diana Penty has very beauWLIXOKDLUDQGHYHU\RQH¶VJRLQJWRbe attracted by it, the 
time ,VDZWKDW,WKRXJKW,¶OOWU\LWZLWKP\KDLUDVZHOODQGLWSURYHGWREHJRRG,WKLQNVKH¶V
FUHGLEOHEHFDXVHVKHKDVYHU\EHDXWLIXOKDLUKHUVHOI´ (Appendix-8-fig.23) 
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³,KDYHjewellery which I brought from Geetanjali jewellers. It was a time when I was 
confused as to where to buy it from because you always think about the worth and purity of 
WKHJROG$QG,¶YHDOZD\VKareena Kapoor advertising for Geetanajli jewellers so it just 
LQIOXHQFHGPHWREX\LWEHFDXVHLIVKH¶VSURPRWLQJVRPHWKLQJ,GRQ¶WWKLQN we can doubt 
about the purity. (Appendix-8-fig.24) 
G.R showed one picture where this theme was relevant. It was an image of Karishma Kapoor, 
an actor endorsing Babyoye.com, which is a website for products for babies. 
³Karishma Kapooris a mother and nobody better than her can explain about the baby 
SURGXFWV,WPDNHVKHUDPRUHFUHGLEOHVRXUFH´ (Appendix-8-fig.25) 
The next image was that of Sachin Tendulkar endorsing Adidas.  
³Sachin Tendulkar is WKH*RGRI&ULFNHWWKHZKROHFRXQWU\ZRUVKLSVKLPDQGKH¶Vthe 
SHUIHFWSHUVRQIRUWKLVFDPSDLJQ,WKLQNKH¶VFUHGLEOHDQGSHRSOHWDNHKLVZRUGIRULW´ 
(Appendix-8-fig.26) 
Simar, the next respondent, had two pictures to show where this theme was relevant. The first 
picture was of Shahrukh Khan. 
³Shahrukh is a very big star and also a global star. People have a lot of trust in him and he 
speaks with so much conviction that everyone is forced to believe. He has so much fan 
IROORZLQJDOORYHUWKHZRUOG´ (Appendix-8-fig.27) 
The next picture was of Diana Penty again endorsing Tresseme. 
³I think Diana Penty is DFUHGLEOHVRXUFHQRWEHFDXVHVKH¶VDYHU\IDPRXVDFWRUEXWEHFDXVH
,KDYHVHHQKHULQWHUYLHZVDQG,WKLQNVKHFDQFRQYLQFHSHRSOHZHOO´ (Appendix-8-fig.28) 
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There are two dimensions of source credibility, ZKLFKLQFOXGHµ7UXVWZRUWKLQHVV¶DQG
µ([SHUWLVH¶$OOWKHSLFWXUHVGHVFULEHGDERYHDUHWKRXJKWWREHFUHGLEOHDGYHUWLVHPHQWVE\WKH
respondents either because of their trust in the endorsers or because of the perceived expertise 
of the endorsers. The example of Shahrukh Khan, Diana Penty and Nargis Fakhri being 
SHUFHLYHGDVµFUHGLEOH¶KHUH, by the respondents is because of the main reason that they 
actually use the products they are endorsing. This is in congruence with (Erdogan, 1999) who 
states that credibility is created when the endorser is actually perceived to be using the brand 
that he endorses. 
 However, a larger number of pictures were of those celebrity endorsers that are thought to be 
DQµH[SHUW¶LQWKHSURGXFWWKH\DUHHQGRUVLQJSanjeev Kapoor is thought to be a credible 
source in the ad, as he is a famous chef and so, is perceived to have more knowledge about 
NLWFKHQDSSOLDQFHVZKLFKFUHDWHVDFUHGLEOHOLQNEHWZHHQKLPDQGWKH3DQKH¶VHQGRUVLQJ
Similarly, M.S. Dhoni, the captain of Indian cricket team, is perceived to be a credible source 
while endorsing Reebok, a sports brand and same in the case of Sachin, a very famous 
cricketer, is perceived to be an excellent choice for Adidas, a sports brand and are thus 
thought to be credible. These are in congruence with Till and Busler (2000), where they state 
WKDWFHOHEULWLHV¶SURIHVVLRQDODFFRPSOLVKPHQWVDQGH[SHUWLVHKHOSVFUHDWHDFUHGLEOHOLQN
between them and the products being endorsed.  
 Another example when the source was perceived to be credible was in the case of Karishma 
Kapoor, an actor and a new mother, endorsing an online shopping website for babies. The 
UHDVRQKHUHZDVµH[SHUWLVH¶DJDLQKRZHYHUQRWEHFDXVHRIKHURFFXSDWLRQEXWEHFDXVHRIKHU
role as a mother in her real life, which makes the advertisement more believable. These 
examples were in correspondence with the Aaker and Myers (1987), who stated that an 
expert source is more persuasive.  
Page | 38 
 
Sachin Tendulkar is perceived to be a credible source as he denied endorsing a liquor brand 
even though he was offered a sum of 2 billion to do it. This has made him a very trustworthy 
source in the eyes of public and now any product he endorses can be accepted easily by the 
public, like shown by one of the respondents where he saLGKH¶OOEX\DQ\SURGXFW6DFKLQ
7HQGXONDUHQGRUVHVEHFDXVHQRZKH¶VSHUFHLYHGWRDWUXVWZRUWK\VRXUFH+HQFH
µ7UXVWZRUWKLQHVV¶LVWKHPDMRUGHWHUPLQLQJIDFWRUof source credibility (Friedman and 
Friedman, ZKHUHWUXVWZRUWKLQHVVUHIHUVWRDSHUVRQ¶s integrity and honesty (Erdogan, 
1999). In this example, it is quite evident that trustworthiness does indeed affect credibility of 
WKHVRXUFHDQGLQWKLVFDVHSXUFKDVHGHFLVLRQVDVZHOOZKLFKKRZHYHUFRQWUDVWVWR2KDQLRQ¶V
(1991) view that trustworthiness is not related to purchase intentions of a consumer.  
Another aspect which came to light was that the respondents did not relate just 
µWUXVWZRUWKLQHVV¶RUµH[SHUWLVH¶WRFUHGLELOLW\EXWDSRSXODUIDFHDFHOHEULW\ZLWKDVWDUVWDWXV
was also deemed to be a credible source, like evident through the picture of Kareena Kapoor 
endorsing a jewellery brand, where the respondent stated that the purity of the jewellery 
could not be doubted because she was endorsing it. Another example was of Shahrukh Khan 
EHLQJWHUPHGµFUHGLEOH¶E\DUHVSRQGHQWEHFDXVHKH¶VDIDPRXVVWDUDQGVSHDNVZLWKDORWRI
conviction.  
Theme 3- Celebrity-Product Match 
 
J.S. brought one picture relevant to this theme, which was of Virat Kohli, a cricketer, 
endorsing Nike, a sports brand.  
³Nike LVDVSRUWVEUDQG,WVSRQVRUV,QGLDWHDP¶VMHUVH\Virat Kohli and Nike make a very 
good match, as Virat Kohli is a very daring type of cricketer, gives his 100% whenever he 
goes on the pitch to play for the team. And Nike also VD\Vµ5LVN(YHU\WKLQJ¶ So they make a 
SHUIHFWPDWFKDQGWKDW¶VZK\,OLNHLW´(Appendix-9-fig.29) 
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$6WKHQH[WUHVSRQGHQW¶Vthreepictures were very relevant to this theme. The first image was 
that of Salman Khan, a Bollywood actor, endorsing Wheel, a detergent brand: 
³,WGRHVQ¶WIHHOYHU\SODXVLEOHWRPHWRVHHSalman Khan endorsing a detergent powder. I 
GRQ¶WWKLQNKHPLJKWKDYHHYHUIHOWDQGVHHQDQGWRXFKHGDGHWHUJHQWSRZGHULQKLVOLIH+HLV
DYHU\ULFKDQGEXV\JX\WRZDVKWKHFORWKHVKLPVHOIVR,GRQ¶WWKLQN,FDQUHODWHKLPZLWKD
detergent powder. He is a very macho man on screen and has a larger than life image and 
WKHVH,GRQ¶WWKLQNJRKDQGLQKDQGZLWKKLVLPDJHZKLFKLVZKHHOGHWHUJHQWSRZGHU6R,
cannot correlate with him. When I see the Wheel ad, I hardly remember the detergent 
powder, its Salman all the wD\7KHUH¶VQRUHFDOO Since he has a good physique, he should 
endorse medicines, multivitamins or some strength building products like protein powder, or 
PD\EHDPRWRUF\FOHRUVRPHRWKHUPDFKRWKLQJ´ (Appendix-9-fig.30) 
The next image was of John Abraham, a Bollywood actor, endorsing Garnier Men, a fairness 
cream.  
³Even thouJK,GRQ¶WOLNHWKLVLGHDRIJohn Abraham having advocated the idea of fairness 
FUHDPVEXWVWLOO,WKLQNSHRSOHLQJHQHUDOZRXOGZDQWWREX\LWEHFDXVHKH¶VDYHU\KDQGVRPH
man and a very successful hero. People would tend to buy this fairness cream and the 
company must have benefitted in terms of sale by recruiting this particular model. It was a 
JRRGGHFLVLRQE\WKHFRPSDQ\´ (Appendix-9-fig.31) 
The next image was of Aishwarya Rai and Abhishek Bachan endorsing Prestige cooker, a 
kitchen appliance.  
³I can really laugh at this ad. Aishwarya LVWURWWLQJDERXWWKHJOREH2QHGD\VKH¶VKHUHWKH
QH[WGD\VKH¶VWKHUH,GRQ¶WUHDOO\IHHOWKDWVKHKDVWLPHWRFRRNDQGWKDWWRLQDcooker. I 
FDQ¶W LPDJLQHKHUFRRNLQJIRRGLQKHUNLWFKHQ,GRQ¶WWKLQNLW¶VDJRRGDG,WGRHVQ¶WVRXQG
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DQGIHHOYHU\UHDO7KHFRPSDQ\KDVQRWFKRVHQWKHPRGHOVYHU\VHQVLEO\´ (Appendix-9-
fig.32) 
7KHQH[WUHVSRQGHQW3UDWHHN¶VSLFWXUHVZHUHYHU\HYLGHQWRIWKLV theme. The first picture was 
that of Akshay KumaUHQGRUVLQJ&DQDGD¶VWRXULVP 
³,IHHOWKDWKH¶VQRWWKHSHUIHFWJX\WRHQGRUVHWKHWRXULVPRICanada because being an 
,QGLDQKHVKRXOGDFWXDOO\HQGRUVHVRPHVWDWHRI,QGLDLWVHOI´ (Appendix-9-fig.33) 
The next image was that of Shahrukh Khan endorsing Lux, a beauty soap for women. 
³I think this ad is stupid because Lux is actually a soap which is meant to be used by ladies. 
Being a very successful actor and endorsing this soap, I think the company has just hired him 
IRUKLVLPDJHVRWKDWWKH\FDQVHOOWKHSURGXFWEXWWKHDGLVQRWWKDWHIIHFWLYHGRQ¶WWKLQNWKH
product matches with his personality because lux is a product to be used by ladies and 
Shahrukh Khan being a top actor of Bollywood is endorsing this DG´ (Appendix-9-fig.34) 
The next two images were of Dhoni, in the first he was seen endorsing Pepsi, a soft drink 
brand and in the second he was endorsing Reebok, a sports brand. 
³Dhoni is not a perfect fit for this ad, because I think being a sportsman he should endorse 
products related to sports or something that he does in his daily life. Like the other photo of 
Dhoni endorsing Reebok and this fits him perfectly because being a sportsman and Reebok is 
also a sports brand, so this suits him perfectly. There are many sportsmen who are getting 
involved with cola companies to endorse the products, but according to me I think they 
should endorse the products which are related to their field.´ (Appendix-9-fig.35 and fig.36) 
The next image he brought was of Sachin Tendulkar, a cricketer, endorsing Ujala, a detergent 
brand. 
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³Sachin Tendulkar is also a sportsman and should endorse something to his field, that is 
VSRUWV$QGWKDW¶VWKHUHDVRQWKLVDGGRHVQRWILW$FFRUGLQJWRPHDEUDQGOLNHUjala should 
be endorsed by a lady who uses the product on daily basis which would prove to be more 
effectLYH´ (Appendix 9-fig.37) 
Simrat had two pictures to show where the importance of a match of the product and the 
celebrity were quite important for her. The first one image was that of Katrina Kaif endorsing 
Olay, a beauty product. 
³I think it matches .DWULQD.DLI¶V personality because she has flawless skin so I thought if 
Olay JLYHVWKDWDFWXDOHIIHFWWRWKHVNLQ,WKRXJKW,¶OOJLYHLWDWU\´(Appendix-9-fig.38) 
7KHQH[WLPDJHZDVRI3UL\DQND&KRSUDHQGRUVLQJRDWELVFXLWV³This is the image of the 
biscuits that I consume, the oat biscuits promoted by Priyanka Chopra6KH¶VP\IDYRXULWH
FHOHEULW\DQGVKH¶VYHU\ILWVRLIVKH¶VHQGRUVLQJDVOLPPLQJSURGXFW,¶OOJRIRULW´ 
(Appendix-9-fig.39) 
The next respondent K.N. had one picture which represented a favourable attitude when the 
product and the image of the celebrity matched, which was of Deepika Padukone endorsing 
.HOORJJ¶s Special K .³I am very diet conscious. If you see DeepikaVKH¶VDILWQHVVIUHDN
VKH¶VJRWDYHU\KHDOWK\OLYLQJOLIHVW\OHDQGVKH¶V very fit. So when you see a woman celebrity 
endorsing such a product, its specially a tendency with the girls they feel like that if the 
DFWUHVVLVHDWLQJWKDWSURGXFWWKDW¶VZK\ VKH¶VILW6KH¶VILWIRUWKHDGYHUWLVHPHQWDQGZKHQ
you see an advertisement fit IRUWKHSURGXFW\RXIHHOOLNHLW¶VDWUXHWKLQJDQG\RXWUXVWWKH
DGYHUWLVHPHQW´ (Appendix-9-fig.40) 
The next respondent, S.G. brought three pictures which represented this theme. The first 
picture was of Kareena Kapoor endorsing a Vaio laptop.  
Page | 42 
 
³I think this does not make much sense for Kareena Kapoorto be doing such an endorsement 
because I would not relate a computer brand with a celebrity like her who I do not know is 
WHFKVDYY\RUQRWZRXOGQRWEHFRQFHUQHGZLWKWKLVRQHDVPXFK´ (Appendix-9-fig.41) 
The next image was of Kajol, an actress endorsing Olay, a beauty brand.  
³,W¶VYHU\FRPPRQIRUDFWUHVVHVWREHHQGRUVLQJEHDXW\SURGXFWVEXWWKLVRQHGRHVQRWPDNH
any sense as Kareena Kapoor endorsing a beauty product, because relatively Kajol is not as 
DWWUDFWLYHDQGKHUFRPSOH[LRQKHUIDFLDOIHDWXUHVVKH¶VQRWWKHPRVWDWWUDFWLYHFHOHEULW\\RX
can find and owing to her wheatish complexion, I think she does not do justice to the brand, 
VRLWZRXOGQRWLQIOXHQFHPHWKDWPXFK´ (Appendix-9-fig.42) 
The next image was of Hrithik Roshan, an actor, endorsing Mountain Dew, a soft drink. 
³I think the celebrity does not exactly match or suit the product because he is very attractive 
and if he was endorsing a clothing brand or a gym, I would probably pay attention, but 
mountain dew is a product which does not suit his image and he tends to overshadow the 
SURGXFW´(Appendix-9-fig.43) 
The next respondent, G.R. brought four images representing this theme. The first one was of 
Deepika Padukone endorsing Lux, a beauty soap. 
³,WKLQNVKH¶VYHU\SUHWW\DQGDWWUDFWLYHDQGWKHSURGXFWsuits her. The way she puts it, she 
SXWVLWLQDYHU\HOHJDQWZD\DQGQRWLQDYXOJDUZD\6RLW¶s a very good thing. And since the 
\RXWKORRNVXSWRKHUVRVKH¶VFUHDWLQJDORWRIEUDQGDZDUHQHVV´ (Appendix-9-fig.44) 
The next image was that of Akshay Kumar endorsing Sugarfree, a low calorie sweetener. 
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³$VZHKDYHKHDUGIURPKLVLQWHUYLHZVKH¶VDSerson who has a very healthy lifestyle, so I 
WKLQNWKLVSURGXFWLVSHUIHFWWREHHQGRUVHGE\KLPEHFDXVHKHSUHDFKHVRIKHDOWK\OLIHVW\OH´ 
(Appendix-9-fig.45) 
The next image was of Virat Kohli endorsing Celkon Mobile Phone.  
³,W¶VDYHU\EDVHOHVVDGDVLW GRHVQ¶WPDNHVHQVHEHFDuse when you consider a sportstar, you 
connect him with sports DFWLYLWLHVUDWKHUWKDQDSKRQH´ (Appendix-9-fig.46) 
7KHQH[WLPDJHZDVRI'LD0LU]DDQDFWUHVVHQGRUVLQJ:LOG6WRQH5HGDPHQ¶VGHRGRUDQW 
³,W¶VDYHU\GXPEDGYHUWLVHPHQWDZRPDQHQGRUVLQJDPHQ¶VGHRDVLWGRHVQ¶WPDNHVHQVH
,W¶VQRWFUHDWLQJDQ\DZDUHQHVVHLWKHU´(Appendix-9-fig.47) 
The above pictures are in congruence with the study that whether the celebrity and the brand 
match, is determined by the level of SHUFHLYHGµILW¶EHWZHHQWKHEUDQGIHDWXUHVDQGWKH
celebrity image (Misra, 1990). The respondents seemed to like and show more inclination 
towards those advertisements where the image of the celebrity matched with that of the 
product being endorsed and showed a dislike to those endorsements where the endorser did 
not seem to fit with the product at all. Respondents liked the advertisement where the 
celebrity was endorsing a product related to the field they actually belong to, like in the case 
of Virat Kohli endorsing Nike and Dhoni endorsing Reebok, both of them being sportsman 
and both the brands being sports brands. This result is in correspondence with the study that 
LIWKHUHLVDPDWFKEHWZHHQWKHFRPSDQ\¶VSURGXFWDQGFHOHEULW\¶VUHSXWDWLRQDQGOLQHRI 
work, advertisers get the benefit of fame and the benefit of match from it (Bertrand and Todd, 
1992). 
  Another outcome was that attractive celebrities were found to be have a proper match with 
SURGXFWVWKDWDUHXVHGWRHQKDQFHRQH¶Vattractiveness (Kamins, 1990), for example John 
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Abraham was perceived to be DSHUIHFWIDFHIRU*DUQLHU¶VIDLUQHVVFUHDPDQG'HHSLND
Padukone, a very pretty actress was perceived to fit best for Lux, a beauty soap, and also, 
Katrina Kaif, a very beautiful celebrity was again thought to match the beauty brand, Olay. 
However, something to be noted was that according to the respondents, Shahrukh Khan was 
misfit for endorsing a female soap and even Dia Mirza was not perceived to be a good choice 
IRUHQGRUVLQJDPHQ¶VGHRGRUDQW1R match was seen in these cases, even though both 
Shahrukh Khan and Dia Mirza are very attractive and both were endorsing attractiveness-
enhancing products. The possible reasons for this could be that the customers could not see 
what the company was trying to portray by using these two celebrities in the respective 
endorsements. What the company wanted to portray was possibly that by using these 
SURGXFWVRQH¶VDWWUDFWLYHQHVVLQFUHDVHVZKLFKZRXOGOHDGWRPRUHPHQZRPen getting 
attracted towards the person, EXWLILWZDVQ¶Wperceived to be a proper match by the customers, 
WKHQLWZDVQ¶WD very successful advertisement (Temperley and Tangen, 2006). 
Other pictures that were liked by the respondents included fit and healthy celebrities 
endorsing fitness products. This is similar to attractive celebrities endorsing attractiveness 
related products. In this case, the examples shown were that of Akshay Kumar endorsing 
Sugarfree, Priyanka Chopra endorsing oat biscuits and Deepika Padukone endorsing a 
healthy cereal. 
Another outcome was the unfavourable attitude of respondents when they saw an 
advertisement of an endorser endorsing a product, which according to them, did not match 
each other at all. This was clear in the advertisement of Salman Khan endorsing a detergent 
SRZGHUZKHUHWKHUHVSRQGHQWWKRXJKWWKDWWKHFHOHEULW\DQGWKHSURGXFWGLGQRWµILW¶ with 
each other, and also did not have any recall, which is in correspondence with Evans (1988), 
where he says that if celebrities do not have a specific relationship with the product being 
HQGRUVHGLWFRXOGSURGXFHWKHµ9DPSLUHHIIHFW¶ZKLFKRFFXUVZKHQWKHDXGLHQFHUHPHPEHUV
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the celebrity and not the product. This was also observed in the advertisement of Katrina Kaif 
endorsing Berger Paints as well as the endorsement of Hrithik Roshan endorsing a soft drink. 
The respondents noted that in all these ads, the celebrities were overshadowing the product. 
According to another participant, who had said that she would buy Lakme after looking at 
how beautiful Kareena Kapoor looked in the advertisement, said that it did not have much 
impact when Kareena Kapoor was seen endorsing a laptop. This was due to the reason that 
.DUHHQD.DSRRU¶VQRWVHHQDVDYHU\WHFK-savvy person. Another explanation for this could 
be that celebrity endorsements work better when the product being endorsed is a low-
involvement product (Callcoat and Phillips, 1996).  
In addition, the respondents did not seem to like some other endorsements, which included 
Sachin Tendulkar endorsing a detergent brand, Dhoni endorsing a soft drink and Kajol 
endorsing a beauty brand. These endorsements, according to the respondents, were examples 
RIVKHHUPLVPDWFKEHWZHHQWKHSURGXFWDQGWKHFHOHEULW\EHFDXVHRIWKHFHOHEULW\¶VLPage not 
ILWWLQJZLWKWKHSURGXFW¶VIHDWXUHV7his was because they saw no association between a 
cricketer and a detergent or a soft drink or a comparatively less attractive celebrity with a 
beauty brand. Consumers expect congruency between the image of the celebrity and the 
HQGRUVHGSURGXFWV2¶0DKRQ\DQG0HHQDJKDQDQGWKHUHZDVQRQHWREHVHHQKHUH 
THEME 4- IMPORTANCE OF MEANING TRANSFER 
 
J.S brought a picture of Akshay Kumar endorsing Thumsup, a soft drink. 
³7KXPVXSLVDVRIWGULQNZKLFKLVPDLQOy a manly drink and reminds us of daring attitudes 
DQGLWVXLWVZLWK$NVKD\.XPDU¶VDWWLWXGHEHFDXVHRIWKHLPDJHFUHDWHGE\KLP+HKDVGRQH
very daring reality shows and his movies are also action packed. So this makes a brilliant 
match´ (Appendix-10-fig.48) 
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The next image was of Katrina Kaif endorsing Berger Paints.  
³,WKLQNWKHFRPSDQ\KDVQ¶WFKRVHQWKHSHUIHFWPRGHOEXWVWLOO.DWULQD¶VDJRRGFKRLFH6KH¶V
right now growing great tons, enjoys a lot of popularity among the masses and whatever 
SURGXFWVVKH¶VHQGRUVLQJZLOOEHDFFHSWHGE\WKHPDVVHV6KH¶VDWRSKHURLQHDQG%HUJHU
paints is a premium brand, a high end brand. So when I want to use a high-end brand for my 
KRXVHWKHQ,ZRXOGREYLRXVO\OLNHWRIROORZ.DWULQDZKR¶VYHU\ULFKYHU\Dffluent. The 
company did the right thing by choosing Katrina who has an image of a very rich lady, very 
pretty and a top heroine and I can identify with this thing´ (Appendix-10-fig.49) 
The next respondent Jain, showed a picture where this theme was very evident. It was a 
SLFWXUHRI6KDKUXNK.KDQDQG*DXUL.KDQHQGRUVLQJ'H¶GpFRUDKRPHIXUQLVKLQJVEUDQG 
³Shahrukh has a very decorated house. Actually his lifestyle is very different and earns in 
billions and when he endorses such a product, it means that product is completely different 
IURPWKHRWKHUSURGXFWV(YHU\,QGLDQKDVDZLVKWROLYHOLNH6KDKUXNK´ (Appendix-10-
fig.50) 
7KHQH[WLPDJHZDVRI$LVKZDU\D5DLHQGRUVLQJ/RGKD¶V3DUNDUHDOHVWDWHFRPSDQ\LQ
Bombay.  
³,IHHOWKDWWKLVLVYHU\SHUIHFWand the personality of Aishwarya Rai is very flamboyant and 
/RGKD¶VDUHPDLQO\WDUJHWLQJWKHXSSHUFODVVSHRSOHVRPDWFKLQJWKHVHWZR,IHHOWKDWWKLVLV
the perfect image the public will see. It depends on the person that how successful he or she 
is. So ,IHHO$LVKZDU\5DLLVDOUHDG\YHU\VXFFHVVIXOLQZKDWVKH¶VGRQHVR,WKLQNLWPDWFKHV
ZLWKWKHDG´ (Appendix-10,fig.51) 
Rashi, the next respondent brought a picture which was related to this theme. The picture was 
that of Aishwarya Rai endorsing Longines watches.  
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³,WKLQNLW¶VDSHUIHFWPDWFKDVVKHSHUVRQLILHVEHDXW\DQGWKHVHZDWFKHVDUHKLJK-
HQG´(Appendix-10, fig.52) 
The next respondent again had to show the picture of Aishwarya Rai and Abhishek Bachan 
endorsing Prestige cooker and said: 
³The reason why I felt this ad is quite funny is yoXFDQ¶WUHDOO\LPDJLQH$LVKZDU\D5DLDQG
$EKVLKHN%DFKDQFRRNLQJWRJHWKHU,GRQ¶WWKLQNWKRVHWZRKDYHDQ\WLPHWRFRRNIRU
themselves, endorsing a cooker was quite silly. You need to empathise with the advertisement, 
not really feel oh this celebrity is doing it, I want to do it too. Rather than that if they had got 
an actual housewife I would have been more influenced by it. I would rather see them 
endorse a beaut\SURGXFWRUFORWKLQJOLQHEXWQHYHUDNLWFKHQDSSOLDQFH´(Appendix-10, 
fig.53) 
The observation gained from the analysis of the above responses signifies how consumers 
relate the celebrity to the brand and how they transfer meaning from the celebrity to the 
brand. The first example of Akshay Kumar, matching the image of the soft drink, which 
SRUWUD\VWKHLPDJHRIDµPDQO\¶RUµPDFKR¶drink, KDVDWDJOLQHZKLFKVD\Vµ5LVN(YHU\WKLQJ¶
is because Akshay Kumar is perceived to be a very daring hero, due to his roles in the 
movies, which are mostly all action packed and also because of the reality shows he has 
DQFKRUHGOLNHµ.KDWURQNH.KLODGL¶ZKLFKLVWKH,QGLDQYHUVLRQRIµ)HDU)DFWRU¶+LVLPDJH
OHDGVWKHFXVWRPHUVWREHOLHYHWKDW7KXPVXSLVDGULQNIRUGDULQJPDFKRPHQWKRXJKLW¶V
just a simple soft drink. Hence, Akshay Kumar offered meaning of power from his character, 
into the endorsement (Schlecht, 2003).  
The next image of Katrina Kaif ,endorsing a paint brand shows that according to the 
UHVSRQGHQW.DWULQD¶VLPDJHLVWKDWRIDQLPPHQVHO\ULFKDQGSRZHUIXOODG\DYHU\VXFFHVVIXO
and popular actor, because of which, the respondent likes the ad and says that if needed, he 
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would be very likely to go for this brand because of this reason. The product instantly 
EHFRPHVDKLJKHQGRQHLQWKHPLQGRIWKHFRQVXPHUEHFDXVHRIWKHFHOHEULW\¶V
characteristics. Even though the same advertisement was thought to be a mismatch between 
the product and the celebrity by another respondent, who thought that Katrina should stick to 
endorsing beauty products, it was perceived to be an excellent advertisement by this 
respondent. This is because of the reason that a famous person represents not one single 
meaning, but a variety of meanings (McCracken, 1989), which for one customer can be 
beauty and for another customer can be success, and is up to the customer to identify these 
symbolic meanings.  
The next image, of Shahrukh Khan and Gauri Khan, endorsing a home furnishings brand, is 
evident of this theme as Shahrukh is the most famous actor of Bollywood, earns in billions 
and is considered to be amongst the richest people in India. His residence is one of the most 
expensive ones in India worth approximately 200 million pounds. His lifestyle, as every 
Indian knows is very prosperous, and every Indian indeed, does wish to live like him 
someday. And when he is seen as the face of a home furnishings brand, the brand 
automatically becomes a very high-end one in the minds of the audience. The ad itself is 
designed to suggest the similarity between the endorser and the brand (McCracken, 1989). 
And as consumers are always looking for consumer goods which can fashion their home and 
other areas of the world they live in (Tian and Belk, 2005), this ad tends to be very 
successful.  
The next two images, both of Aishwarya Rai, endorsing a real estate company in the first one 
and a luxury watch in the other one are again examples of this theme. Aishwarya Rai, again, 
LVDYHU\EHDXWLIXODFWUHVVEXWDORQJZLWKWKDWVKH¶VDYHU\VXFFHVVIXl and rich person as well. 
She has this flamboyant personality, which people relate to the products being endorsed in 
these pictures. The real estate project in Bombay is worth approximately 1600 million pounds 
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and Longines, as we all know, is a luxury brand.  Aishwarya Rai endorsing it gives an 
additional meaning to the brands, of lushness and extravagance.  
The last image, relevant to this theme, was of Aishwarya Rai and Abhishek Bachan. This 
couple enjoys a lot of popularity in India, because of their success in their field, that is acting, 
and also because of their affluence and wealth. According to the respondent, one could not 
empathise with this ad, as one could not imagine a billionaire like Aishwarya Rai, cooking in 
a kitchen that too with her husband, as everyone recognizes how busy they are. Therefore, the 
meanings possessed in the celebrities, of beauty, of affluence and wealth could not be related 
or transferred to the product being endorsed, in this case, a kitchen appliance. The respondent 
noted that instead, if a housewife had endorsed it, the endorsement would have made more 
sense. It could also be because she has always endorsed beauty or luxury brands and this one 
did not match with her earlier promotion campaigns (Newsom, 2000).  
Overall, cHOHEULWLHVUHSUHVHQWDQµLQVSLUDWLRQDO¶ILJXUHWRWKHFRQVXPHUVOLNHVHHQLQWKHFDVH
of Shahrukh Khan and Aishwarya Rai (when endorsing luxury brands). This is because 
consumers are constantly trying to build their self in the world, and so look up to those 
celebrities who have already achieved this (McCracken, 1989). Both these celebrities have 
reached that position which motivates consumers to work hard and possibly achieve it too, 
like in this case; have a nice house or a nice watch.  
VAMPIRE EFFECT (OVERSHADOWING) 
 
Whenever, a celebrity is used to endorse a product or a brand, there is permanently a risk of 
WKHFHOHEULW\RYHUVKDGRZLQJWKHEUDQG6RPHRIWKHUHVSRQGHQW¶VSLFWXUHVDQGUHSOLHVSURYHG
that this does happen, especially when the celebrity in question is very attractive. The 
examples of the pictures shown by respondents where this theme was observed included the 
picture of Salman Khan endorsing a detergent brand and Hrithik Roshan and Aishwarya Rai 
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endorsing Coca Cola, a soft drink. The other pictures, where the respondent thought that the 
brand was being overshadowed by the product included the picture of Deepika Padukone 
endorsing Nescafe coffee and Katrina Kaif endorsing Berger Paints. Two respondents 
thought that in the endorsement of Slice by Katrina Kaif, the main focus is usually on Katrina 
Kaif, whenever you see the endorsement. 
³1HVFDIHKDVVKRZQ'HHSLND3DGXNRQH¶VDWWUDFWLYHQHVVRQVFUHHQPRUHWKDQWKHIHDWXUHVRI
WKHSURGXFWZKLFKGRHVQ¶WZRUN´ (Appendix-11, fig.54)  
³Instead of tDNLQJLQWKHLPDJHRIWKHSDLQWVSHRSOHORRNPRUHDW.DWULQD.DLI´ (Appendix-
11, fig.55) 
³,W¶VEDVLFDOO\DQDGRIDMXLFHEXW\RXHQGXSORRNLQJDW.DWULQDZKR¶VORRNLQJH[WUHPHO\
GD]]OLQJLQWKHDGYHUWLVHPHQW<RXGRQ¶WORRNDW6OLFH´ (Appendix 11, fig.56) 
The above statements exemplify how celebrities overshadow the product, especially when 
WKH\GRQRWPDWFKWKHEUDQG¶VIHDWXUHV The next picture was of Kareena Kapoor endorsing 
Malabar Gold, a jewellery brand. (Appendix 11, fig.57)  Consumers pay so much attention on 
the celebrity that they fail to notice the brand being endorsed (Rossiter and Percy, 1987).One 
UHVSRQGHQWVDLGWKDW³,GRIHHOWKDWDSDUWIURPORRNLQJDWWKHSURGXFWWKDWWKHFRPSDQ\¶V
trying to sell, people look at her DQGJHWFDUULHGDZD\´The consumers are so absorbed by 
the celebrity on screen, that the brand being endorsed gets neglected (Erdogan, 1999). This 
leads to lack of clarity for consumers, because the relation between the celebrity and the 
brand is almost lost (Evans, 1988).  
However, another respondent, who brought a picture of Aishwarya Rai endorsing Kalyan 
Jewellers, (Appendix 11, and fig.58), said that she did not overshadow the brand, even 
WKRXJKVKH¶VYHU\SUHWW\DQGJODPRURXVEHFDXVHWKHEUDQGEHLQJHndorsed is equally 
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good.But this was the only one exception, rest all thought that celebrities tend to overshadow 
WKHSURGXFWHVSHFLDOO\LIWKH\DUHYHU\DWWUDFWLYHRULIWKH\GRQRWPDWFKWKHSURGXFW¶VLPDJH 
CHANGING DEFINITION OF BEAUTY 
 
Another surprising observation that came up from the analysis of these interviews was the 
subject of beauty, which according to the respondents was being redefined by celebrities and 
endorsements. Celebrities, shown onscreen are usually very fair skinned, have straight hair, 
the perfect features and the perfect body. The products, used to enhance attractiveness, are 
endorsed by celebrities,ZKRSRVVHVVµSHUIHFWEHDXW\¶ZKLFKLVQRWDFKLHYDEOHE\WKHFRPPRQ
people, which might affect their self-esteem and confidence. Another finding which came to 
light was the influence of this new definition of beauty on little children, especially on little 
girls, which is affecting their innocence and making them conscious about their looks at a 
very young age. This observation was very evident from the interviews of the respondents. 
One respondent brought a picture of a little girl with a toy in hand, with the face of the girl all 
PDGHXS³7KLV SLFWXUHUHSUHVHQWVD\RXQJJLUOZKR¶VEURXJKWLQWRWKHDGXOWZRUOGE\XVLQJ
cosmetics made for women and not for children like her. Little girls like her are badly 
influenced by endorsements which make them want to look like celebrities. This affects their 
innocence and self-HVWHHPDVZHOO´(Appendix 12, fig.59) The next respondent said in regard 
to John Abraham endorsing a fairness cream (Appendix 12, fig.60) WKDW³,GRQ¶WWKLQNWKDWD
big celebrity should be doing fairness creams ads, as this is something I correlate with 
apartheid. Had it been some moisturizing cream I would have loved to buy it EXW,GRQ¶W
UHDOO\EHOLHYHWKDWIDLUQHVVLQFUHDVHVRUGHFUHDVHV\RXUEHDXW\´ The next respondent brought 
two images to show regarding this topic. The first image was of a girl looking into a mirror. 
(Appendix 12, fig.61) ³7KLVSLFWXUHUHPLQGVPHRIDJLUOZKR¶VORRNLQJLQWRWKHPLUURUDQG
IHHOLQJWKDWVKH¶VQRWJRRGORRNLQJRUILWWREHLQWKLVZRUOG6RLWLVVKRZLQJKHUDOWHULPDJH
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which is not true. I chose this particular image which is not true. I chose this picture because 
I think celebrities these days are making people feel low about themselves because of all their 
size zero and perfect skin image that they have given about themselves. I think people want to 
IROORZWKHPEHFDXVHRIZKLFKWKH\GRQ¶WKDYHDJRRGLPDJHabout themselves, because of 
which teenagers of late are very much prone to anorexia, bulimia and many such eating 
GLVRUGHUV´ Another picture which she brought was of a little girl with a doll in her hand, 
whose face was made up with cosmetics. (Appendix 12, fig.62) ³I just shows how kids are so 
affected by makeup that the things they usually play with, they want to make it beautiful as 
ZHOO(YHQWKRXJKLW¶VYHU\VXSHUILFLDODFOHDQGROOLVJLYHQWRWKHPDQGDOOWKH\GRLVWDNHRXW
WKHLUPRWKHU¶VPDNHXSand just pour it all over the face.I think celebrity endorsements are 
affecting children, because kids these days are quite addicted to television, videogames and 
DOORWKHUYLVXDOFRPPXQLFDWLRQ´The next respondent also had two pictures to show 
regarding WKLV7KHILUVWSLFWXUHZDVRIDPLUURUDQGVHFRQGZDVWKDWRIDWR\³I think a 
mirror symbolizes vanity because all these ads and endorsements are basically trying to 
endorse beauty, so I think people have started getting more beauty conscious and not just 
being the way they are.(Appendix 12, fig.63)5HJDUGLQJWKHWR\VKHVDLG³Even children are 
not spared when it comes to celebrity endorsed products, so the toy just symbolizes the 
innocence of early life, where children are not under much pressure and they are just 
WKHPVHOYHV´(Appendix 12, fig.64) The last picture where this theme was evident was the 
SLFWXUHRIDFORVHXSRIDOLSVWLFNDQGPDVFDUDDQGWKHLUEOXUUHGUHIOHFWLRQLQDPLUURU³It 
basically shows that the nature of the cosmetic industry is changing, they are redefining 
EHDXW\DVDFFRUGLQJWRPH\RXGRQ¶WKDYHWRKDYHDVWUDLJKWQRVHRUDOLJKWVNLQWRQHRU
VWUDLJKWKDLURUGRQHXSH\HEURZVRUWKHSHUIHFWWHHWKWREHEHDXWLIXO(YHU\RQH¶VEHDXWLIXOLQ
WKHLURZQVSHFLDOZD\´ (Appendix 12, fig.65) 
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These were some of the arguments that the respondents laid down about how the concept of 
using celebrities has redefined beauty, as well as how this affects the self-image and self-
esteem of many people.  
PURCHASE DECISION 
 
Even though the respondents reacted positively towards endorsements and showed a positive 
attitude towards them, the analysis showed that this did not necessarily mean that it would 
lead to the purchase decision of the customer. This may be because a favourable attitude 
towards endorsements or brands, do not compulsorily translate into purchase intentions (Till 
and Busler, 1998) as it seems that celebrity endorsements have more effect on cognitive 
rather than behavioural components (Fireworker and Fiedman, 1977). Out of twenty 
SDUWLFLSDQWVWKLUWHHQVDLGWKDWWKH\ZRXOGQ¶WEX\DSURGXFWMXVWEHFDXVHWKHLUIDYRXULWH
celebrity was endorsing it, whereas only 5 people said that they would buy the product if their 
favourite celebrity was endorsing it. The rest twRVDLGWKDWWKH\ZHUHQ¶WVXUH 
³Before buying a product I usually go for the brand name and quality of the product and if it 
VXLWVP\EXGJHW´ 
³,WKLQNEHIRUHEX\LQJDSURGXFWLW¶VLPSRUWDQWWRJRIRUWKHTXDOLW\RIWKHSURGXFWDQGQRWWKH
FHOHEULW\´ 
³)RUPHWKHSURGXFW¶VIHDWXUHVFRVWHIIHFWLYHQHVVDQGWKHWHFKQRORJ\WKHSURGXFWLVXVLQJ´ 
³,DPYHU\EUDQGOR\DOVR,GRQ¶WWKLQNDQ\FHOHEULW\FDQPDNHPHRUSUHYHQWPHIURPEX\LQJ
DSURGXFW´ 
³2QO\LIWKHSURGXFWLVFUHGLEOHHQRXJK,¶OOEX\LW´ 
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³'HSHQGVRQWKHSURGXFWLILW¶VQRWVXLWLQJPH,ZRQ¶WEX\LWHYHQLIP\IDYRXULWHFHOHEULW\
ZDVHQGRUVLQJLW´ 
³'HSHQGVRQWKHSURGXFWQRWRQWKHFHOHEVLQLW´ 
³$VDFRQVXPHU,ZLOOIRFXVPRUHRQWKHSURGXFWWKDQWKHDFWRURUDFWUHVVRQVFUHHQ´ 
All the respondents who said that their purchase decisions are not affected by celebrities said 
they focus more on the product, the brand and the features, which was opposite to what the 5 
respondents said. This result shows that there is no major difference in attitude towards the 
brand being endorsed and intentions to purchase it, between non-celebrity and celebrity 
endorsement situations (Mehta, 1994).  
The responses from the participants who said that they will definitely buy the products being 
endorsed by their IDYRXULWHFHOHEULWLHVEHFDXVH³The product will have credibility and if 
VRPHRQHOLNH6KDKUXNK.KDQLVHQGRUVLQJWKHSURGXFW,ZRXOGEHLQFOLQHGWRSXUFKDVHLW´ 
³,IVRPHERG\HOVHLVHQGRUVLQJWKHSURGXFW,PD\WDNHVRPHWLPHLQHQGRUVLQJLWEXWZKHQ
Sachin TendXONDULVHQGRUVLQJLW,DPPRUHWKDQLQFOLQHGWRSXUFKDVHLW´ 
All the participants who said that their purchase decisions are affected by celebrity 
HQGRUVHPHQWVVDLGWKDWLW¶VEHFDXVHWKH\WUXVWRUOLNHWKHFHOHEULW\VRPXFKWKDWWKH\ZRXOG
buy the products they are endorsing. 
MISSING LINK 
 
 After each participant described the story and relevance of each picture, they were then 
asked if there was a particular picture that they wanted to find, but could not find. Out of the 
twenty participants, ninHRIWKHPUHVSRQGHGWKDWWKH\GLGQ¶WKDYHDQ\GLIILFXOW\LQILQGLQJWKH
pictures and that they got all the pictures they wanted to find. However, two of them said that 
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they could not find pictures of a celebrity who actually uses the product he/she endorses. 
Another two participants responded that they were looking for a picture in which two or more 
contemporary actors were endorsing a brand together but could not find such a picture. The 
pictures which the other respondents could not find were related to celebrities endorsing or 
campaigning for a social cause. For example, one participant said that she could not find any 
picture of a celebrity campaigning for saving the nature and environment. Another participant 
said that she could not find a picture of a star endorsing an N.G.O, whereas another 
participant specified that she wanted to, but could not find a picture of Shahrukh Khan, 
endorsing a social cause. Another picture which a respondent wanted to find was Katrina 
Kaif endorsing a gym or a fitness product and yet another respondent said he wanted to find a 
picture of Salman Khan endorsing a product, but both these respondents could not find these 
pictures.  
The most desired image which the majority of people had trouble finding was that of 
celebrities endorsing social causes. This implies that respondents recognise how influential 
and famous these figures are and want them to endorse social causes, so that they have an 
effect on the audience.  
Best Representative Image 
 
The respondents were next asked to pick the picture, which according to them was the most 
representative. The first respondent stated that according to him, Akshay Kumar endorsing 
7KXPV8SZDVWKHEHVWUHSUHVHQWDWLYHLPDJHDVLQKLVZRUGV³they make a perfect match.  
The next best representative picture was of Aishwarya Rai endorsing Loreal, a cosmetic 
EUDQG³,W¶VDJRRGGHFLVLRQRQWKHFRPSDQ\¶VSDUWWRFKRRVH$LVKZDU\DIRUWKLVSDUWLFXODU
product as she is considered most beautiful lady in the world´ 
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The next participant chose the picture of Sachin Tendulkar endorsing Boost as the most 
UHSUHVHQWDWLYHDV³he is endorsing something of his field, like he is endorsing boost which 
gives energy for playing sports´ 
The next participant, said it was the picture of Aishwarya Rai endorsinJ/RGKD¶VDUHDO-estate 
FRPSDQ\LQ%RPED\³%HFDXVH /RGKD¶VLVPHDQWIRUWKHXSSHUFODVVSHRSOHDQG$LVKZDU\D
Rai has developed a personality surrounding that area, I feel this endorsement is perfect, 
EHFDXVHKHUSHUVRQDOLW\LVYHU\IODPER\DQW´ 
A picture of Priyanka Chopra endorsing oat biscuits was chosen as the most representative 
LPDJHE\WKHQH[WSDUWLFLSDQWDV³DQGVKH¶VYHU\ILWDVZHOOVRLIVKH¶VHQGRUVLQJDILWQHVV
SURGXFW,¶OOGHILQLWHO\EX\LW´ 
The next participant chose a picture of Kareena Kapoor endorsing Lakme brand, as best 
UHSUHVHQWLQJFHOHEULW\HQGRUVHPHQW³7KHIDFWWKDWVKH¶VVREHDXWLIXOKHUVHOIVRZKHQVKH
UHFRPPHQGVDEHDXW\SURGXFWQRWMXVWKHUDWWUDFWLYHQHVVFRXQWVEXWDOVRKHUFUHGLELOLW\´ 
Babyoye.com, a website for baby products, endorsed by Karishma Kapoor, was the best 
UHSUHVHQWDWLYHSLFWXUHFKRVHQE\WKHQH[WUHVSRQGHQWDV³she is a mother, and no one except 
KHUFDQH[SODLQDERXWWKHEDE\SURGXFWV´ 
The best representative picture chosen by the last respondent was Priyanka Chopra 
FDPSDLJQLQJIRUIHPDOHQXWULWLRQDQGDJDLQVWIHPDOHIRHWLFLGH³A perfect match, as she is a 
YHU\LQGHSHQGHQWZRPDQ7KHZKROHFRXQWU\¶VSURXGRIKHUVKHKDVEURXJKWODXUHOVWRWKH
FRXQWU\DQGVKHGHILQLWHO\SHUVRQLILHVZRPDQHPSRZHUPHQW´(Appendix 13, fig. 66) 
The analysis of the best representative pictures showed that most of the respondents chose 
WKRVHSLFWXUHVDVWKHEHVWUHSUHVHQWDWLYHZKHUHWKHFHOHEULW\PDWFKHGWKHSURGXFW¶VLPDJH,W
is evident that according to the respondents, the best advertisements, or advertisements that 
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leave an impact are the ones in which there is a perfect fit between the product and the 
celebrity, maybe because it leads to greater brand credibility and also greater recall.  
However, only one respondent chose a picture that was based on the attractiveness of the 
endorser, as the best representative, that of a pink rose, which for the respondent symbolised 
beauty and freshness. And again only one respondent chose a picture where the source was 
thought to be creGLEOHZKLFKZDVDSLFWXUHRIDIDWKHUKROGLQJDVRQ¶VKDQGZKLFK
symbolised guidance from a credible source. Two pictures that were chosen to be best 
representative by respondents included the image of a little girl with a doll and of a toy, both 
representing a lost childhood and innocence. Another picture chosen to be the best 
UHSUHVHQWDWLYHZDVRIDOLSVWLFN¶VUHIOHFWLRQLQWKHPLUURUZKLFKV\PEROL]HVDJDLQWKH
redefinition of beauty by the cosmetic industry. Hence, the analysis signifies the importance 
of a proper match up and also the negative influence of the beauty industry. 
OPPOSITE IMAGES 
 
Next, the participants were asked for an opposite image of the concept of celebrity 
endorsements according to them. Three respondents said that according to them the Vodafone 
endorsement having Zoozoos (animated characters) were opposite images (Appendix 13, 
fig.67) 
³WKLVSDUWLFXODUDGGRHVQ¶WKDYHDQ\FHOHEULW\HQGRUVLQJLWEXWVWLOOLW¶VDYHU\VXFFHVVIXODG
VRLW¶VDQRSSRVLWHLPDJHIRUPH´ 
³2QHSLFWXUHWKDW comes in my mind is the Vodafone ad, in which they use the characters 
=RR]RRVWKHUHLVQRLQYROYHPHQWRIFHOHEULWLHVEXWGHILQLWHO\LWDWWUDFWV´ 
I think it would be of Vodafone Zoozoos. I think that was an advertisement without a celebrity 
that worked very well." 
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For these respondents, the opposite image was that of a Vodafone advertisement, where the 
company has used animated characters instead of celebrities. Even though it has not used 
FHOHEULWLHVLW¶VVWLOODYHU\SRSXODUDQGVXFFHVVIXODG 
The otKHUUHVSRQGHQWV¶RSSRVLWHLPDJHVZHUHEDVHGRQWKHLUOLNLQJRUGLVOLNLQJWKHLGHDRI
celebrity endorsements. The respondents who disliked celebrity endorsements gave positive 
pictures as an opposite image for the concept of celebrity endorsement according to them. 
Two respondents said that the opposite image for them was a glass with clear water as  
³,GRQ¶WWKLQNWKH\DUHYHU\WUDQVSDUHQWXQOLNHDFOHDQJODVVRIZDWHUZKLFKLVYHU\
WUDQVSDUHQW´For these respondents, celebrity endorsements are not the whole truth and are a 
mixture of both false and true elements, so for them the opposite image is of a clear glass of 
water. 
Two more respondents said that according to them the opposite image was that of a baby, 
³They are unaware from advertisements, away from materialism. A baby is just himself and I 
think this is the opposite image.´ According to them, celebrity endorsements negatively affect 
people, increase their desires and make them hedonistic, whereas a baby is away from these 
things and is not affecteGE\VXFKHQGRUVHPHQWV´ 
The participants that liked celebrity endorsements chose images that were negative and not 
desirable in the least. The next participant replied that according to him the opposite image 
ZDVRIVWDJQDQWZDWHU³Stagnant water which means no movement and no growth." For him, 
celebrity endorsement represents a positive change for people, which helps them become 
better.  
The next participant, when asked about an opposite image, said that in her opinion, the image 
of dark clouds was RSSRVLWHWRWKHFRQFHSWRIFHOHEULW\GHYHORSPHQW³Dark clouds symbolize 
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despair, dark and gloomy days and helplessness whereas celebrity endorsements symbolize 
KRSHDQGEHWWHUFKDQJHVLQOLIHDQGKDSSLQHVV´ For this respondent, the concept of celebrity 
endorsement signifies hope and positive changes, whereas clouds symbolize hopelessness.  
SENSES 
 
When the respondents were asked for different sensory images of celebrity endorsement, that 
is what would celebrity endorsement feel like to them if they could smell, look, hear, taste 
and feel it, the answers were quite interesting.  
First each respondent was asked that if celebrity endorsement was a sound, what would it be, 
to that the participants had quite distinctive replies. Most of the people had negative replies to 
LW6RPHVDLGWKDWIRUWKHPWKHVRXQGZRXOGEHOLNHVRXQGVRIµORXGQRLVHVORXGWHOHYLVLRQ
lots of people typing together, like a storm, strong winds, a plane flying very close, lots of 
people talking or singing at the same time and heavy rainIDOO¶ 
³/RXGQRLVHVEHFDXVHDOOWKHFHOHEULWLHVDUHSURPRWLQJWKHLUSURGXFWVZKLFKGRHVQ¶WPDNH
DQ\VHQVHDVWKH\DUHQRWWUXH´ 
³6RXQGVOLNHDSODQHRYHUKHDGRUIO\LQJUHDOO\ORZDVLWPDNHVDORWRIQRLVHDQGLVUHDOO\
ORXG´ 
³/RXGWHOHYLVLRQEHFDXVHWhere are many ads on television and the television is flooded with 
GLIIHUHQWDGVDQGFHOHEULWLHVHQGRUVLQJDGVVRSHRSOHWHQGWRJHWFRQIXVHG´ 
³+HDY\UDLQEHFDXVHWKHUHDUHORWVRIDGYHUWLVHPHQWVRQWYDQGORWVRIFHOHEULWLHVHQGRUVLQJ
WKHP´ 
³/RWVRIKXshed voices speaking together because there are so many endorsements of so 
PDQ\GLIIHUHQWEUDQGVEXWRIWKHVDPHFDWHJRU\´ 
Page | 60 
 
³/LNHDERULQJOHFWXUHLWNHHSVFRPLQJRQWKHWHOHYLVLRQDQGLW¶VERULQJQRZ´ 
³6RXQGVOLNHUDLQIDOODV,DPYHU\QHXWUDODERXWLW´ 
2QHUHVSRQGHQWVDLGWKDWFHOHEULW\HQGRUVHPHQWVDUHKXUWLQJWRWKHHDUV³It feels like my ears 
DUHKXUWLQJ7KH\DUHMXVWWDONLQJGRQ¶WWKLQNWKH\PHDQDQ\WKLQJ´ 
Respondents who were in the favour of celebrity endorsement had quite interesting replies as 
well.  
³)RUPHLW¶VOLNHDEDE\¶VYRLFHDVLW¶VVRSXUHDQGVRRWKLQJWRWKHHDUV´ 
³,W¶VOLNHDQLFHPHORGLRXVPXVLFRUWRQH´ 
It was interesting to note that though most of the respondents like the concept of celebrity 
endorsement, most of them related negative voices with it. The voices associated by them 
with celebrity endorsements were loud, strong and unpleasant. This is possibly due to the fact 
that there are so many brands trying to get their products noticed and so many endorsers 
promoting these brands, that all together they create chaos, confusion and also monotony 
because of all brands using celebrities to endorse their products. Only two people related it 
with pleasant voices, as they very much like the idea of celebrity endorsements and also the 
celebrities that endorse the product. 
TASTE 
 
When the respondents were asked how the celebrity endorsement concept tasted to them, the 
responses were again quite varying. A lot of respondents said that for them, the taste would 
be that of desserts or chocolates. 
³,WWDVWHVDVVZHHWDQGDVLQGXOJLQJOLNHGHVVHUWV´ 
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³7DVWHVOLNHGHVVHUWV'HVVHUWVDUHLQGXOJLQJHYHQLI\RXNQRZWKH\DUHQRWYHU\JRRGIRU
KHDOWK´ 
³/LNHGHVVHUWVDVWKH\DUHYHU\LQGXOJLQJ´ 
³7DVWHVOLNHGHVVHUWVZKLFKDUHLQGXOJLQJDQGDGYHUWLVHPHQWVPDNH\RXZDQWWREX\WKH
SURGXFW´ 
 ³&KRFRODWHVEHFDXVHEDVLFDOO\FKRFRODWHVDUHIRUDOODJHVDQGHYHU\RQHOLNHVWKHP
Chocolates are for happiness and VXLWVHYHU\RQH´ 
The other respondents who were in favour of celebrity had different answers ³7DVWHVOLNH
VRPHWKLQJSRZHUIXODQGVRSKLVWLFDWHGOLNHZLQH´ 
The interesting thing to note was that most of the respondents said it tastes like desserts or 
chocolates. It was a very common answer by most of the respondents. Desserts can signify 
something that is very indulging or even self-rewarding, symbolizing how celebrity 
endorsements make you want to indulge in them. It could also symbolize guilty pleasures, in 
WKHFRQWH[WRIEX\LQJVRPHWKLQJWKDWRQHGRHVQRWUHDOO\UHTXLUH$OVRLWFDQEHWKHµH[WUD
WKLQJ¶WKDWDFRQVXPHUH[SHFWVIURPWKHFRPSDQ\6LPLODUO\chocolates can also signify 
pleasures and luxuries. The next famous answer was that it tastes like wine, which usually 
symbolizes sophistication and elegance and is an appropriate drink during celebrations. 
However it can also signify sinful or guilty desires or even aspirations.  
SMELL 
 
When the respondents were asked about what smell celebrity endorsement was to them, some 
common answers were noticed.Two respondents said that for them celebrity endorsement 
smelled like alcohol. ³$OFRKROEHFDXVHLWKDVDvery strong smell and people get carried 
DZD\E\HQGRUVHPHQWV´Alcohol may represent not only sophistication of wine but also the 
Page | 62 
 
averageness of drinks like beer. It can also symbolize a lack of restraint, possibly what people 
feel after looking at a celebrity endorsement of a product they desire to have. It may also 
symbolize the desire for joyful experiences.  
Another two respondents said that for them, the smell of celebrity endorsement was like 
morning air. ³%HFDXVHWKHVHFHOHEULW\HQGRUVHPHQWVDUHVRfresh and positive, I get attracted 
WRLW´7KHUHZHUHWZRUHVSRQGHQWVZKRVDLGWKDWIRUWKHPWKHVPHOOLVOLNHKRPHPDGHIRRG³I 
OLNHKRPHPDGHIRRG,W¶VYHU\GHOLFLRXV(YHU\WLPH,HDWKRPHPDGHIRRGLWEULQJVEDFN
QRVWDOJLD´Homemade food can possibly signify basic needs of a person, old childhood 
memories .Another said that for her, the smell was like that of a new book, representing new 
knowledge.  
There were some negative responses here as well. One respondent said that to her celebrity 
endorsement smelt like garbage and for the other, it smelled like pollution, which might 
symbolize contamination of the advertising industry by celebrity endorsements and their 
negative impact on people. 
TOUCH 
 
When the respondents were asked about how celebrity endorsement would feel to them if 
they touch it, the answers were quite mixed. The ones in the favour of celebrity endorsement 
VDLGWKDW³,WZRXOGIHHOOLNHVLON´ 
³6RIWDQGVPRRWKDVYHOYHW´ 
 ³$VVPRRWKDVSROLVKHGZRRG´ 
³)HHOVOLNHZRRO,WIHHOVJRRGGXULQJZLQWHUVEXWXFDQ¶WZHDULWGXULQJVXPPHUV´ 
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³)HHOVOLNHDWDEOHVXUIDFHVPRRWKWRWKHWRXFKQRWKLQJZKLFKKDVDORWRIIULFWLRQEXW
QRWKLQJOLNHYHOYHWHLWKHUZKLFKLVFRPSOHWHO\VPRRWK´ 
 ³)HHOVOLNHDVWRQHLQKDQG´ 
Silk and velvet may represent luxury and something very smooth to the touch. However, it 
may also signify a feeling of sensuality, which may be aroused by the attractive celebrities on 
screen. Polished wood and table surface may represent something lovely, deep and dark, 
again symbolising unconscious desires. Wool may represent a basic necessity, but only 
during winters. During summers, the same wool is very uncomfortable and unrequired. This 
may represent how celebrity endorsements are useful for some people and not others and also 
for one person at different times and not all times. Stone in hand may symbolize power.  
The respondents who were not in favour of celebrity endorsement had replies like:- 
³,W¶VVPRRWKLQWKHPLGGOHDQGURXJKLQWKHHGJHV,WPLJKWKXUW\RX´ 
³)HHOVOLNHURXJKZRRGEHFDXVHWKH\KXUWWKHPHQWDOLW\RIWKHSHRSOH 
³)HHOVOLNHEURNHQJODVVDVLI\RXDUHFDUHOHVVDQGEOLQGO\WRXFKLWLWPD\KXUW\RX´These 
may represent the negative effect of celebrity endorsements on people, which may not be 
evident initially, but later may hurt the self-esteem of many.  
SIGHT 
 
The respondents were then asked that if celebrity endorsement was a colour, what colour it 
would be for them. A lot of respondents said that it looks like the colour red. 
³Red EHFDXVHLWLPSOLHVPDWHULDOLVPIRUPH´ 
 ³5HGEHFDXVHLWUHVHPEOHVJUHHGLQHVVDQJHUPDWHULDOLVP´ 
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Red, being a very emotionally strong colour, usually symbolizes danger, energy, desires or 
love. In this context it may symbolize hedonism or materialism. However, in the Indian 
context, red is thought to be a pure and lucky colour and is usually used in the wedding 
gowns. 
There were many respondents who said that for them, it was the colour blue.  
 ³%OXHEHFDXVHLWFUHDWHVDSRVLWLYHLPSDFWRQSHRSOHDQGElue means peace and calmness 
DQGJLYHVWKHEUDQGDJRRGLPDJH´ 
 ³,ZRXOGJRIRUDQHXWUDOFRORXUOLNHQDY\EOXHZKLFKHYHU\ERG\OLNHV´ 
Blue often symbolizes loyalty, trust, transparency and also signifies reliability. For these 
people, the concept of celebrity endorsement is positive and can signify their trust on the 
celebrities or the brand and their loyalty towards the latter. It may also symbolize inspiration 
for many, signifying how celebrity endorsements motivate them. 
Two of the respondents said that for them, celebrity endorsement was orange colour. 
³,¶OOJRIRURUDQJHDV,WKLQNLWUHSUHVHQWVPDWHULDOLVP´ 
³6RPHWKLQJYHU\SRZHUIXODQG,WKLQNRUDQJHLVDYHU\SRZHUIXOFRORXU´ 
Orange colour can symbolize desires, pleasures and greediness. It can also symbolize distrust 
for some. However, for the youth, it may also symbolize impulsiveness and attractiveness and 
VRPHWKLQJWKDWFDWFKHVRQH¶VDWWHQWLRQ 
Other respondents had different answers. For one respondent, it was the colour pink, 
symbolizing attractiveness and feminism. For another, it was white, symbolising honesty. 
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CONCLUSION 
 
Celebrity endorsement is truly a topic that requires more research.  The objective of this study 
was to determine the factor which is most desirable by consumers in celebrities and also to 
find out if and how celebrity endorsements affect purchase decisions. A new negative side of 
celebrity endorsements has also been observed and discussed. From a general perspective 
most of the respondents were of the opinion that celebrity endorsement is an effective source 
of communication, still when it came to a personal choice, most of the respondents said that 
WKH\ZRXOGQ¶WEX\DSURGXFWMXVWEHFDXVHLWZDVHQGRUVHGE\DIDPRXVRUZHOOOLNHGFHOHEULW\
This is in consistence with Mehta (1994), where he says that there is no difference in attitudes 
or purchase intentions between a brand endorsed by celebrity and a brand endorsed by a non-
celebrity.  
When it came to attractiveness, many respondents were in favour of it and said that it was 
required in celebrities as it gave the advertisements an edge and more recall. According to the 
analysis, the interpretation was that according to customers, attractiveness is an important 
factor in celebrities, not only when it comes to endorsing attractiveness related products, like 
cosmetics, skin care or fairness creams but also while endorsing products like carbonated 
GULQNVDVDOOVXFKGULQNVLQWKHPDUNHWDUHKRPRJHQRXVDQGLW¶VWKHFHOHEULW\ZKLFKKHOSV
distinguish the product from WKDWRIWKHFRPSHWLWRUV¶.This finding makes it clear that the 
Indian society places high importance on physical appeal (Ohanion, 1990), which involve 
effects which are persuasive (Erdogan, 1999).  
µ&UHGLELOLW\¶RIWKHFHOHEULWLHVZDVIRXQGWREHLPSRUWDQW too, for the consumers. Many of 
them brought pictures where they thought that the advertisement was effective because the 
FHOHEULW\HQGRUVLQJLWZDVDFUHGLEOHVRXUFH+RZHYHUWKHZRUGµFUHGLELOLW\¶ZDVREVHUYHGWR
have different meanings for different people. For some respondents, credibility was when you 
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could trust the source, for some ZKHQWKHFHOHEULW\ZDVDQµH[SHUW¶of the product he/she was 
endorsing then the celebrity was perceived to be credible and for some people, the celebrities 
who themselves use the product they endorse were thought to be credible. It shows that the 
effectiveness of an endorsement depends on the expertise and trustworthiness of the 
endorsers, in the eyes of the celebrity (Goldsmith and Lafferty, 2002). For a fraction of 
respondents, credibility of a celebrity was related to his/her star status and popularity.  
The meaning transfer from celebrities to products seemed to be recognised by a few 
respondents, which was quite unanticipated. One respondent thought that the daredevil image 
of an actor was transferred to the product being endorsed, in his case, a soft drink. Rest of the 
images were examples of where the consumer identified meanings of success, wealth and an 
affluent lifestyle in a celebrity and transferred it to the product, giving it a new meaning, as 
the advertisers had desired. 
,WZDVREVHUYHGWKDWWKHµSHUIHFWILW¶EHWZHHQWKHSURGXFWDQGWKHHQGRUVHUZDVWKHPRVW
important factor for most of the respondents and they showed an inclination towards the 
DGYHUWLVHPHQWZKHUHWKHFHOHEULW\VHHPHGWRPDWFKWKHSURGXFW¶VLPDJHDQGDGLVOLNHWRZDUGV
those advertisements where the celebrity did not match the product at all. The respondents 
showed a liking towards the endorsement, where the celebrity was either endorsing a product 
related to his field, or where an attractive or fit celebrity was endorsing fitness or 
attractiveness related product.  According to the observation, µD SHUIHFWILW¶ZDVWKHPRVW
important factor while endorsing a fitness product. Most of the respondents brought pictures 
where this theme was evident and also, be it an attractive celebrity, a credible celebrity or a 
celebrity effectively transferring symbolic meanings to the product, a proper match was 
desired in all the cases, which proves that consumers expect consistence between the product 
and the celebrity endorsing it (2¶0DKRQ\DQG0HHQDJKDQ. 
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7KHUHVXOWVREWDLQHGLQUHJDUGWRWKHµYDPSLUHHIIHFW¶ZHUHTXLWHLQWHUHVWLQJ0RVWRIWKHP
believed that use of celebrities did result in the product taking a backseat and the celebrity 
becoming the main focus, especially in the endorsements where either the celebrity was very 
attractive or where the celebrity did not at all match the product he/she was endorsing (Evans, 
1988). But one respondent did say that according to him if the product is as good, the 
celebrity does not overshadow the product.  
A new observation came to light in respect of the changing definition of beauty due to 
FHOHEULW\HQGRUVHPHQWV,WLVHYLGHQWIURPWKHDQDO\VLVKRZXVLQJµSHUIHFW¶FHOHEULWLHVIRU
endorsements is harmful for vulnerable people, especially little children and teenagers. For 
the general public also, it might result in a lower self-esteem, a negative body image and low 
confidence levels. It does especially have a bad impact on little girls, who due to the beauty 
industry, start getting beauty conscious at a very young age. 
In regard to the effect of celebrity endorsements on purchase decisions, the results were quite 
surprising. Though most of the respondents felt that celebrity endorsements was a good 
marketing technique, yet a large number of respondents said that for them it was the 
SURGXFW¶VIHDWXUHVZKLFKPDWWHUHGthe most, rather than the celebrity endorsing it and they 
would rather go for the product with the best features and price and not the one their favourite 
celebrity was endorsing. Only a few people said that they have all their loyalties towards the 
celebrity and they would buy the brand endorsed by their favourite celebrity. Also, it was 
observed that celebrity endorsements are more beneficial when the product being endorsed is 
a low-involvement one rather than a high involvement one. Hence, overall it was observed 
that though celebrity endorsements help create awareness of the brands and help in greater 
recall, they seldom affect the purchase decisions of the consumers, which was in contrast to 
the study that celebrity endorsements have a positive effect on the purchase intentions of the 
consumer (Erdogan,1999).  
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The analysis of the missing images, best representative images, opposite images and different 
sensory images lead to quite interesting results. In regard to the missing images, the picture 
which most people could not find was that of celebrities endorsing social causes. The most 
common answer for the best representative images had one thing in common, which was the 
inclination towards advertisements having a perfect fit between the endorser and the brand, 
reinstating the above finding. When it came to opposite images, the most common answer 
was of an advertisement, featuring no celebrities, but still being very popular. The analysis of 
the other pictures showed how, for some celebrity endorsements represents falseness, 
exaggeration and materialism whereas for other it represents hope and positive changes. The 
most common answer for sensory images included the sound of loud voices, indicating the 
large number of endorsements in the media, the taste of dessert symbolising indulgence and 
guilty pleasures, the colour red, symbolising materialism, the feel of silk, representing luxury 
and last, the smell of alcohol, representing desire for ecstasy.   
LIMITATIONS 
 
Every research has some limitation or the other as there is nothing like a perfect research 
when it comes to an academic study. This study too has some drawbacks and they are 
discussed below. 
The first limitation in this study was the small sample size, which makes it difficult to study a 
broad view RIWKH,QGLDQFXVWRPHUV¶SHUVSHFWLYH, because of which the study is very narrow. 
For an effective research, a larger sample size is required. 
The second limitation was that of age, as students from 18-25 years were mainly selected, 
who do not have a very mature view and may have completely different opinions as 
compared to the people from other age groups.  
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The third limitation was that of time, as three months is a short time to undertake such an 
extensive study. Another concern was the geographical restrictions. As the Indian students 
here are comparatively less exposed to Indian advertisements, most of the interviews were 
taken on Skype from students residing in India, which was very time consuming and tedious, 
especially because of the huge time difference. 
The next limitation was the limitations of the methodology itself. Also, as a novice in this 
technique, my skills were limited in terms of how to take the interviews and also the analysis 
of these interviews.  
RECCOMENDATIONS FOR FUTURE RESEARCH 
 
As recommendations for future research, a larger sample size should be used to be able to 
generalize the opinions of the respondents more. Also, the same study can be conducted, this 
time using a different age group, for views of different age groups, different occupations and 
different walks of life. It would help in getting more perceptions and an overall idea of Indian 
consumers of all ages. Moreover, as this study mainly focused on the urban population, a 
study should be done keeping the rural consumers in mind.  
Also, the finding of the dark side of the cosmetic industry, which LVRIEHDXW\¶VFKDQJLQJ
definition, can be studied deeply and methods devised to overcome this problem. Also, as 
ZMET has never been used to study celebrity endorsement before, future studies can use this 
technique for an insight into the minds of consumers.  
This study can also be done using quantitative research, to overcome the barriers of 
qualitative research, which might suffer from biasness of the researcher. 
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Also, future research should aim to study further why celebrity endorsement does not result 
in purchase decisions by consumers, even if they find it attractive and entertaining. 
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APPENDIX-1 
a.  
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APPENDIX-2 
RESPONDENTS 
Males (Nicknames/Initials) 
1. Tim 6. T.S 
2. J.S 7. R.G 
3. Rishi 8. Nitin 
4. Seek 9. Jain 
5. A.S 10. Pratik 
 
 
 
Females (Nicknames/Initials) 
1. Simar 6. Mel 
2. M.S 7. T.J 
3. Simrat 8. D.S 
4. K.N 9. G.R 
5. S.G 10. Rashi 
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APPENDIX-3 
DEMOGRAPHICS 
 
MALES OCCUPATIO
N 
MEDIA 
CONSUMPT
ION 
SPORTSPERS
ONS 
FAVOUR
ITE 
ACTOR 
1. TIM Student Television None Salman 
Khan 
2. J.S Student Television Rooney Akshay 
Kumar/Ra
nbir 
Kapoor 
3. RISHI Student/Busines
sman 
Internet Messi Katrina 
Kaif 
4. SEEK Student Television Sachin 
Tendulkar 
Shahrukh 
Khan 
5. A.S Student Television & 
Newspapers 
Sachin 
Tendulkar 
None 
6. T.S Student Internet M.S. Dhoni Salman 
Khan 
7. R.G Student Television Sachin 
Tendulkar 
Salman 
Khan 
8. NITIN Student Television/Int
ernet 
Sachin 
Tendulkar 
Ranbir 
Kapoor 
9. JAIN Student Facebook/Lin
kedIn 
Gautam 
Gambhir 
Shahrukh 
Khan 
10. PRAT
EEK 
Student Television/Int
ernet 
Sachin 
Tendulkar 
Salman 
Khan 
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FEMALES OCCUPATI
ON 
MEDIA 
CONSUMPTI
ON 
SPORTSPERS
ONS 
FAVOURI
TE 
ACTOR 
1. SIMAR Student Television/Inte
rnet 
None Shahrukh 
Khan 
2. M.S Student Internet Sachin 
Tendulkar 
Naseerrudi
n 
Shah/Kaml
a Hasan 
3. SIMRA
T 
Student Internet/Televi
sion 
M.S. Dhoni Priyanka 
Chopra 
4. K.N Student Internet Sachin 
Tendulkar 
Salman 
Khan 
5. S.G Student Internet Sachin 
Tendulkar 
Shahrukh 
Khan 
6. MEL Student Internet Sachin 
Tendulkar 
Aamir 
Khan 
7. T.J Student Internet Rahul Dravid None 
8. D.S Student Internet & 
Radio 
Marycom/Vijen
dra Singh 
Shahrukh 
Khan 
9. G.R Student Social Media Sachin 
Tendulkar 
Shahrukh 
Khan 
10. RASHI Student Television Sanya Mirza Hrithik 
Roshan 
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APPENDIX-4 
MOST REPRESENTATIVE IMAGE 
1. Akshay 
Kumar 
endorsing 
Thumsup 
6. Sachin 
Tendulkar 
endorsing 
Boost 
11. Priyanka 
Chopra 
endorsing 
oat biscuits 
16. A closeup of a 
lipstick 
2. Poor People 7. Shahrukh 
Khan 
endorsing 
'H¶GHFRU 
12. Pink rose & 
a lady with 
long hair 
17. Kareena 
Kapoor 
endorsing 
Babyoye.com 
3. A little girl 
holding a doll 
8. Aishwarya 
endorsing 
/RGKD¶V 
13. Kareena 
Kapoor 
endorsing 
Lakme 
18. Priyanka 
Chopra 
campaigning 
against 
female 
foeticide 
4. Aishwarya 
endorsing 
Loreal 
9. A young 
plant growing 
14. Waterfall 19. Aishwarya 
Rai endorsing 
/¶RUHDO 
5. A person 
having 2 
roads ahead 
of him 
10. A father 
holding a 
VRQ¶VKDQGV 
15. $FKLOG¶V
toy 
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APPENDIX-5 
OPPOSITE IMAGE 
1. Amitabh 
Bachan 
endorsing 
polio 
vaccination
s 
6. A glass 
with clear 
water 
11. Telephone 
service 
providers 
using non-
celebrity 
endorsers 
16. Innocence 
of a baby 
2. A 
confident, 
content 
person 
7. Dark 
clouds 
12. A weak, 
fragile 
spider 
17. White Wall 
3. Vodafone 
ad 
8. A glass 
with clear 
water 
13. A white 
curtain 
18. A glass 
with clear 
water 
4. A dead end 9. Vodafone 
ad 
14. An innocent 
child 
 
5. Stagnant 
water 
10. Aged 
actress 
endorsing 
beauty 
product 
15. Vodafone 
ad 
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APPENDIX-6 
SENSORY IMAGES 
SOUNDS-  
1. Loud noises 6. Hurting to 
ears 
11. A boring 
lecture 
2. Lots of 
people 
talking 
together 
7. $EDE\¶V
voice 
12. Rainfall 
3. Storm 8. Melodious 
music 
13. Lots of 
people 
typing at 
the same 
time 
4. Strong 
winds 
9. Hushed 
voices 
14. Heavy 
rainfall 
5. Loud 
television 
10. A plane 
flying close 
15. Loud 
noises 
 
SIGHT 
1. Red colour 6. Pink colour 11. Blue colour 
2. Blue colour 7. Blue colour 12. Red colour 
3. Red colour 8. Orange colour 13. Red colour 
4. Grey colour 9. Orange colour  
5. White colour 10. Blue colour  
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TASTE 
1. Like 
disappointments 
6. Bland 11. Desserts 
2. Desserts 7. Desserts 12. Water 
3. Desserts 8. As sweet as apple 13. Restaurant food 
4. Chocolate 9. Chocolate 14. Desserts 
5. Wine 10. Wine 15. Desserts 
 
SMELL 
1. Homemade food 6. Roses 11. Morning air 
2. Alcohol 7. Homemade food 12. A new book  
3. Alcohol 8. Freshly baked 
cake 
13. Alcohol 
4. Garbage 9. Pollution  
5. Morning air 10. Steam  
 
TOUCH 
1. )HHOVOLNHEDE\¶V
skin 
6. Velvet 11. Table surface 
2. Feels like wool 7. Silk 12. Wool 
3. Feels like silk 8. Polished wood 13. Cool water 
4. Feels like rough 
wood 
9. Rock/stone 14. Silk 
5. Rough on the 
edges 
10. Broken glass  
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APPENDIX-7 
THEME-1(ATTRACTIVENESS) 
 
Figure 1 
 
Figure 2 
 
Figure 3 
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Figure 4 
 
Figure 5 
 
Figure 6 
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Figure 7 
 
Figure 8 
 
                                                                                     Figure 9 
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Figure 10 
 
Figure 11 
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Figure 13 
 
Figure 14 
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Figure 16 
 
Figure 17 
APPENDIX-8 
THEME-2(CREDIBILITY) 
 
Figure 18 
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Figure 19 
 
Figure 20 
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Figure 23 
 
Figure 24 
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Figure 26 
 
Figure 27 
 
Figure 28 
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APPENDIX-9 
THEME-3(MATCH-UP) 
 
Figure 29 
 
Figure 30 
 
Figure 31 
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Figure 32 
 
Figure 33 
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Figure 35 
 
Figure 36 
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Figure 41 
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Figure 43 
 
Figure 44 
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Figure 46 
 
Figure 47 
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APPENDIX-10 
THEME-4 (MEANING TRANSFER)  
 
Figure 48 
 
Figure 49 
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Figure 50 
 
Figure 51 
 
Figure 52 
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Figure 53 
 
APPENDIX-11 
VAMPIRE EFFECT 
 
Figure 54 
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Figure 56 
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Figure 57 
 
Figure 58 
APPENDIX-12 
CHANGING DEFINITION OF BEAUTY 
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Figure 60 
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APPENDIX-13 
 
Figure 66 
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